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1. Foreword 

 

The publication of this year’s BBC Annual Plan comes at a time of international crisis. The 
Russian invasion of Ukraine which began at the end of February is changing our world. The 
BBC’s coverage of the war – from Ukraine, from Moscow and from across the world – 
demonstrates that the need for a truthful and independent account of events is as important 
as ever. We are immensely proud of our journalism and our journalists, many of whom report 
from the frontline and face significant risks to bring independent and impartial coverage to 
millions of people.  

Audiences in the UK and across the world have relied on the BBC during this crisis. An 
estimated audience of over 280m people came to the BBC’s online news output during the 
week that the war in Ukraine started. The BBC is the world’s most trusted international 
broadcaster and over 450m people use the BBC’s news services across all platforms every 
week. The BBC is also a crucial part of the UK’s soft power: it is the UK’s best-known cultural 
export, with 60% awareness across the world. 

Impartial news will remain our first strategic priority for the next 12 months. In October 2021 
we published our ten-point plan on impartiality and editorial standards. It is our biggest and 
most significant push to ensure that BBC content is fair, accurate and impartial, and that the 
BBC represents a wide range of opinion. Over the next 12 months we will fully implement the 
ten-point plan. The first of our regular, published, thematic reviews of impartiality – on the 
BBC’s coverage of UK public spending and taxation – is already underway.  

The BBC has another extraordinary year of high-impact content to come, cementing the BBC’s 
role as the UK’s number one media brand. This Annual Plan sets out a year that is packed with: 
returning favourites like Strictly Come Dancing, Ghosts and Doctor Who; soon-to-be-new-
favourites like The Control Room, Wolf, Stuck, The Union, Thatcher & Reagan: A Very Special 
Relationship, Perfect Pub Quiz and Anti Social; and coverage of some of the biggest events in 
the UK in the next 12 months, including the Queen’s Platinum Jubilee celebrations, the 2022 
UEFA European Women’s Football Championship in England, the Birmingham 2022 
Commonwealth Games, the 2022 FIFA Men’s World Cup in Qatar, and the very welcome return 
of Radio 1’s Big Weekend.  

It is a big year for Across the UK – our plan to shift the balance of our activity to the UK’s 
nations and regions, to better represent the diversity of the UK. By September, all planned 
BBC News teams will be transferred to their new UK bases, including Newsbeat and Asian 
Network news to Birmingham, and News story teams to Salford, Leeds, Glasgow and Cardiff. 
We will launch new TV commissions and productions in key UK regions, and work closely with 
partners in the West Midlands and North-East to support regional initiatives to grow key skills 
and talent.  

However, the UK and global media markets continue to be shaped by the long-term shift from 
broadcast to online services. Consumers have never had so much choice, and media providers 
never so much competition. The use of Subscription Video On-Demand (SVOD) services is now 
commonplace – 75% of all adults now subscribe to an SVOD service and between 2019 and 
2021 SVOD adoption for over-65s nearly doubled. In radio the pace of change is rapid, and 
while 89% of adults use broadcast radio each week on average, music streaming and podcasts 
now make up close to 60% of 15-24s listening time.   
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As the transition to online progresses, the BBC is perhaps uniquely placed amongst global 
public service broadcasters to take advantage of the shift. We are the UK’s number one media 
brand and BBC services are amongst the top digital products in News, Sport, Education, Video 
and Audio. During the year ahead we will continue to invest in and develop our digital services, 
including improvements in personalisation and user experience, and building critical 
capabilities such as data science and machine learning. 

BBC Studios – the BBC’s main commercial subsidiary – saw strong commercial growth last 
year across the board: Britbox International (our global British streaming service in partnership 
with ITV) now has 2.4m subscribers, up over 50%; UKTV, our commercial channels business, 
has just delivered its highest-ever share of commercial impacts; and Studios is the number one 
international TV distributor outside Hollywood. We plan to go further in 22/23 and we will 
make changes to our commercial governance to increase our focus on growth and long-term 
value, with new Non-Executive Director Damon Buffini taking on the role of chairing our 
commercial arm.  

Over the last 18 months we have also begun a substantial programme of work to reform the 
BBC, ensuring we are a modern, effective and lean organisation. Delivering value to all 
audiences is only possible if the BBC reflects the extraordinary diversity of the lives, 
backgrounds and experiences of the whole UK public. The BBC has set itself ambitious goals 
on and off air to improve its diversity, including increasing the proportion of women, those 
from an ethnic and minority background, and those with a disability who work for the BBC. We 
also want to do more to change the socio-economic mix of our staff to better reflect UK 
society. By 2027 we want 25% of our staff to come from a lower socio-economic background. 
This will make us one of the first media organisations in the UK to set a target for socio-
economic diversity. We are also committed to a more sustainable BBC and to achieving net 
zero by 2030. As part of this, we will continue to reduce business travel and implement more 
sustainable production methods and switch to renewables and electric vehicles.  

This Annual Plan is published just two months after the licence fee settlement was announced 
by the Secretary of State for Digital, Media, Culture and Sport. The licence fee will be frozen at 
its current price for two years from 22/23 and then rise in line with inflation for the following 
four years. While we recognise the licence fee is a privilege, this is a disappointing outcome at a 
time of high inflation and media super-inflation. As a result of the settlement, we will need to 
find £285m in annual savings by 2027/28, requiring a reduction in the content and services we 
provide to audiences. However, we go into the coming year in a strong financial position and 
with savings and inflation mitigations in place to help us manage through the first year of the 
settlement.  

We are currently developing our long-term strategy, taking account of the licence fee 
settlement, but also the challenges and opportunities in the market. Over the longer term, we 
will need to implement more radical changes to continue to provide value to all audiences and 
expect to publish details of the first phase of these before the summer.  

Last, but not least, we look forward to the BBC’s centenary in October when we celebrate 100 
years of informing, educating and entertaining the UK and the world, and look forward to the 
BBC’s next 100 years.  



5 
 

2. The BBC in 2021/22 – UK favourite and global leader 
 

The Covid pandemic hit the UK creative industries hard, with the majority of productions 
halted, venue doors closed, advertising spend dramatically reduced, and thousands out of 
work. PWC estimated that the value of the global entertainment and media market dropped by 
$81bn dollars in 2020,1 more than the value of 2020’s entire music, radio and podcast market.  

As we emerge from Covid and Covid-related restrictions, the outlook is far more optimistic. In 
the UK, spend on film and high-end television productions was £5.6bn on 2021, the highest 
ever reported and £1.3bn higher than the previous peak in 2019.2 Year-on-year forecast total 
advertising spend was up 26%, with TV advertising spend up 26%, radio advertising up 22%, 
and online display advertising up 27%. UK SVOD streaming spend – already boosted in 2020 
by the pandemic – has continued to grow at pace and reached £3.1bn in 2021 (+28% YoY).3 UK 
commercial radio revenues for 2021 were the highest ever at £719m, up from £577m in 2020.4  

At the same time, competition has intensified, with US media and tech companies doubling 
down on their investment across a broad range of media markets and expanding their offer in 
the UK. The changing landscape gives consumers a remarkable degree of choice and brings 
challenges – but many opportunities – for the BBC.  

Against this backdrop, the BBC has had a highly creative 12 months that have brought UK 
audiences a raft of brilliant programming. The BBC has retained its place as both the UK’s 
most-used media brand and a world leader, championing the UK on a global stage. At a time of 
national and international crises – Covid and now Ukraine – the BBC remains as important as 
ever to our culture and democracy. 

 

2.1 Supporting the UK’s Creative Success 

Over the last 12 months – as the UK creative industry emerged from the tightest Covid 
restrictions and as production returned to full or close to full capacity – there has been a 
fantastic range of programming for audiences to enjoy. In TV drama alone this included the 
long-awaited return of Line of Duty on BBC One, It’s a Sin on Channel 4, All Creatures Great and 
Small on Channel 5 and Stephen on ITV.  

The BBC has been at the forefront of this creative rebound. Highlights include: 

• In Drama – programmes like This is Going to Hurt, Vigil, and The Tourist. Indeed, in 2021, 
18 drama transmissions from broadcast TV achieved an audience over 10m, a clear 
increase on the previous three years (2018 = 11m; 2019 = 8m; 2020 = 6m). Of the 18 
drama transmissions of 2021 with 10m or more viewers, 15 were from the BBC 

• In Factual – Stalkers with Stacey Dooley, Louis Theroux’s Forbidden America and Brian 
Cox’s Universe 

 
1 https://www.pwc.com/gx/en/industries/tmt/media/outlook/segment-findings.html  
2 https://www.bfi.org.uk/news/official-2021-bfi-statistics  
3 https://www.broadcastnow.co.uk/broadcasters/uk-svod-spend-hits-3bn/5166359.article  
4 https://www.radiocentre.org/the-audio-market/ad-revenues-and-forecasts/  
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• In Children’s – CBeebies specials such as Romeo and Juliet and The Night Before 
Christmas, and new episodes of Horrible Histories 

• The return of BBC Three as a broadcast channel with outstanding programmes like 
RuPaul's Drag Race: UK Versus The World, Starstruck and The Fast and the Farmer-ish 

• In Sport – major sporting events including those, like the 2020 UEFA Men’s European 
Football Championship and Tokyo 2020 Summer Olympics, that were postponed from 
the previous year 

• In News – last year’s coverage of the Duke of Edinburgh’s funeral and our coverage of 
critical global events like Russia’s invasion of Ukraine. Our news coverage has 
continued to bring in huge audiences across the Six and Ten news bulletins – both reach 
more than 12m adults a week on average 

• In music radio – the launch of the Radio 1 relax stream on BBC Sounds, Radio 2’s Piano 
Room – which has featured talent including Jamie Cullum, Emeli Sandé and Tom Odell – 
and This Is Us for 6 Music’s 20th birthday 

• In speech audio – Jon Ronson’s Things Fell Apart, Radio 1 Xtra’s Pressed, Ukrainecast, 
The Coming Storm, and Sport’s Strangest Crimes. 

Our investment in the UK creative economy supports economic growth and 53,000 jobs across 
the UK. We spend 90% of the licence fee in the UK, supporting over 8,000 small and medium 
sized enterprises.5  

 

2.2 The UK’s number 1 media brand  

Despite the increase in choice and competition the BBC continues to be the nation’s number 1 
media brand. We are used by 90% of adults overall on average per week and by 80% of young 
adults on average per week. Across a month almost all adults (97% on average) use the BBC. 
Among under 16s – with an average weekly reach of 74% – the BBC is the only UK provider 
used by the majority of this age group per week and ahead of both Netflix and Disney.  
 

 
5 http://downloads.bbc.co.uk/aboutthebbc/reports/reports/kpmg-economic-impact.pdf and BBC internal analysis. 
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Top five brands most used for media in 2021 
 

 
Compass by Ipsos MORI based on 15-min accumulated average weekly reach (on-platform), Kids Cross-Media Insight by Ipsos MORI, 2021 

 

The BBC also has the largest share – close to 25% – of all the time UK adults spend across 
video, audio and online combined, including YouTube, social media, general browsing, 
shopping and search.6 Indeed, the UK public chooses the BBC around 260m times a day. Every 
single minute of the day and night, the BBC is being used by 5m adults on average, and 44m of 
all ages across the 24 hours.7  

The BBC leads in each media market. In video, seven in ten people watch BBC TV in a week on 
average – more than any other TV or SVOD provider.8 Across broadcast television and SVOD, 
the BBC has the largest share, comprising close to 30% of the hours viewed in the UK. 
Including video sharing platforms, the BBC continues to have the highest share – 24%.9 In 
audio, 62% of adults listen to BBC Radio on average per week – ahead of individual broadcast 
radio companies and audio on-demand providers.10 In news, more people, by far, get their 
news from the BBC than from any other source – eight in ten news consumers per week (the 
next nearest is ITV at 50%).11 Moreover, across a range of stories, BBC News is overwhelmingly 
the first place UK audiences turn for impartial news coverage.12 

 
6 Compass by Ipsos MORI, 16+, 2021/22 to date 
7 Compass and Kids Cross-Media Insight by Ipsos MORI 
8 BARB, 4+; Compass by Ipsos MORI, 16+; Kids Cross-Media Insight, 0-15; 2021. 
9 BARB, 4+, December 2021-March 2022. 
10 RAJAR, 15+, Q4 2021 six-month weight;  MIDAS, 15+, winter 2021. 
11 https://www.ofcom.org.uk/research-and-data/tv-radio-and-on-demand/news-media/news-consumption  
12 Yonder, 1,057 UK adults 18+, 21 February 2022 
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Yonder, 1,057 UK adults, 18+, 21 February 2022 

 

The UK public support the BBC’s role and mission 

In this, the BBC’s centenary year, there is considerable public recognition of the role that the 
BBC has played in UK life. Overwhelmingly, the UK public – 86% – say that the BBC has been 
important to the people of the UK over this period, and three-quarters think the BBC has 
provided a necessary service.13  

 
Ipsos MORI, 1,045 UK adults 18+, February 2022 

 

Today – with the vast choice available – the BBC continues to be a treasured source of 
information, education and entertainment with strong public support that this should stay the 
mission of the BBC. Overall, 78% of adults believe in the BBC’s overall mission, with a clear 
majority across all audience groups regardless of age, gender, socio-economic group, ethnic 
origin and location.14 Audiences expect a service that fulfils each part of the BBC’s mission – 
83% of adults support “entertain”, 83% support “inform” and 78% support “educate”.15 In 

 
13 Ipsos MORI, 1,045 UK adults 18+, February 2022 
14 ICM Unlimited, 2,075 UK adults 18+, February 2021 
15 ICM Unlimited, 2,075 UK adults 18+, February 2021.  
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particular though, a BBC that entertains is people’s top priority in return for their licence fee.16 
Licence fee payers were asked to divide 100 points between the elements of the mission 
depending on what their household wants the BBC to provide in return for their licence fee. 
‘Entertain’ received 48 points out of the 100 on average, compared with 30 for ‘Inform’ and 23 
for ‘Educate’. 

Licence fee payers’ prioritisation of the BBC mission 
 

 
Yonder, 3,797 adults 18+ in licence fee households, December 2020-January 2021. Owing to rounding, figures will not sum to 100. 

Households also expect provision by the BBC across a range of genres on television for their 
licence fee.17 

Licence fee payers’ prioritisation of TV genres 
 

 
Yonder, 3,778 adults 18+ in licence fee households, December 2020-January 2021. Owing to rounding, figures will not sum to 100. 

 

2.3 The UK’s global leader 

The BBC has long been the UK’s creative champion on the global stage. Indeed, we are the 
only British media organisation in the global game. Today, we reach over 500m people each 
week across the world, including the UK. This is more than both Netflix’s and Disney’s global 

 
16 Yonder, 3,797 adults 18+ in licence fee households, December 2020-January 2021. 
17 Yonder, from a sample of 3,778 adults 18+ in licence fee households, December 2020-January 2021. 
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subscribers combined18 and gives the UK an extraordinary platform to champion British 
culture, democracy and values across the world. Nowhere is this reach more important than in 
bringing impartial news to a global audience. Today, outside the UK, we reach 456m people 
each week with our news services alone.  

 
BBC GAM 2021, people reached globally in the average week 

Moreover, the BBC: 

• Is the world’s most trusted international news broadcaster19  
• Has more journalists around the world than any other international news provider 
• Is the best known British cultural export – with 60% awareness across the world – 

higher than other UK cultural exports such as British sports, universities and 
technology20  

• Is a positive influence on global perception of the UK – with over 50% of global users 
across the countries in the study saying consuming the BBC makes them perceive the 
UK more positively.21  

In moments of global crisis audiences in the UK and across the world turn to the BBC for our 
trusted news and analysis. An estimated audience of over 280m people came to the BBC’s 
online news output during the week that the war in Ukraine started. There has been record 
traffic in Ukraine and Russia.22 The BBC’s Ukrainian language digital platforms have reached a 
record of just over 5.5m people. Before BBC Russian services were blocked on 4th March the 
BBC’s Russian language digital platforms reached a record of nearly 17m people in the last 

 
18 https://techcrunch.com/2022/01/20/netflix-q4-2021-results-subscriber-
numbers/#:~:text=While%20Netflix%20has%20about%20222,at%20a%20more%20aggressive%20pace.  
19 Tapestry Research, BBC World Service: Impact and Influence 2021 B17b. [Top 3 Box] And how much, if at all, do you 
trust the following brands? Base: 15,476 Mass sample; 3,187 Influential sample.  
20 Tapestry Research, BBC World Service: Impact and Influence 2021 S7a. Which of the following brands that provide 
news have you heard of?; C27a. Could you now please tell us if you have ever heard of any of the following? Base: 
15,476 Mass sample, 3,187 Influential sample.  
21 Tapestry Research, BBC World Service: Impact and Influence 2021. 
C26b.1. Could you now tell us how, if at all, consuming the BBC influences your attitudes towards the UK? Base: 3277 
BBC mass users, 1,410 Influential BBC users.   
22 Ipsos MORI/Compass; Piano Analytics/Social Media Analytics. 
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week of February, more than triple its year-to-date weekly average. This scale also gives us a 
unique ability to tackle misinformation and state propaganda across the world. 

BBC Studios also continues to play a critical role on the global stage, bringing UK creativity to 
global audiences. Britbox International, our partnership with ITV, is now in four countries and 
delivered strong growth with over 2.4m subscriptions, up over 50% since last year. BBC 
Studios is the number one international TV distributor, outside Hollywood, and Studios 
continues to add to the UK’s economic success, with exports valued at £800m in 21/22.  
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3. The transformation of the media market  
 

The UK media market is in the middle of a long-term transformation as digital technology 
enables both greater choice for consumers and opportunities for incumbents and new entrants 
alike. While the pace of change differs across different media, we see similar trends in each: 
high levels of investment; the dominant role of aggregators and platforms; the importance of 
owned and operated routes to market and distinctive content; the criticality of scale; and the 
centrality of British talent, intellectual property (IP) and storytelling to success.  

 

3.1 Rise of online media services  

The transition of audiences from broadcast media to online media has been a key trend for 
over a decade. While the adoption of online services was initially associated with younger 
audiences, this is no longer the case and we are increasingly seeing consumption of online 
services being the norm for all audiences, with online the primary route to market for many 
media players.  

 

Video  

The Covid pandemic has accelerated the adoption of online services amongst older audiences. 
Between 2019 and 2021 SVOD adoption for over 65s nearly doubled. 

Subscription to SVOD services, 2018 to 2021

 
BARB Establishment Survey 

This dramatic shift in consumption has prompted industry analysts to predict that 2022 will be 
the last year in the UK when traditional broadcasters make up more than 50% of total video 
viewing across all screens.23 

 
23 https://www2.deloitte.com/global/en/insights/industry/technology/technology-media-and-telecom-
predictions/2022/tv-viewership-decline.html?id=us:2el:3dp:wsjspon:awa:WSJCMO:2022:WSJFY22  
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More broadly, the proportion of homes with an SVOD service that subscribe to two or more 
services is continuing to rise (up to 65% of SVOD homes in 2021 from 55% in Q3 2020)24 
although there are early signs that subscription rates may be plateauing. Pressure on churn is 
increasing, and Deloitte estimate that subscriber churn in 2022 will be up to 30% per market 
as 150m global subscribers are expected to cancel a service.25 As a result, content spending is 
likely to continue to increase, and recent analysis suggests that the top nine US media outlets 
will spend over $140bn on movies, TV content and sports rights in 2022.26 

Content Spending at Major Media and Tech Companies (incl. Sports, $US) 

 

Consolidation of the market continues. The proposed merger of WarnerMedia and Discovery, 
announced in 2021, is reported to be worth $43bn,27 representing a bid to create a new global 
entity capable of taking on established streaming giants by combining their scripted and 
unscripted content offers. At the same time, VOD choice and competition continues to rise 
with Peacock launching in the UK in November 2021. HBO Max, which launched in the USA in 
May 2020, is planning to expand to 15 more European countries this year,28 although not yet in 
the UK.  
 

Audio 

The latest RAJAR/MIDAS numbers demonstrate the continued shift in listening towards online 
services. Whilst 89% of adults29 use broadcast radio weekly on average, time spent with music 
streaming and podcasts continues to grow rapidly. Today, music streaming and podcasting 

 
24 BARB Establishment Survey, Q3 2020 (latest available in the 2020 year) and Q4 2021 (Discovery+ launched after Q3 
2020 so is only included in the Q4 2021 data) 
25 https://www2.deloitte.com/xe/en/insights/industry/technology/technology-media-and-telecom-
predictions/2022/streaming-video-churn-svod.html  
26 Wells Fargo as reported by Variety. BBC spend added. 
27 https://www.totaltele.com/512323/ATT-will-spin-off-WarnerMedia-as-part-of-Discovery-
merger#:~:text=The%20deal%2C%20worth%20roughly%20%2443,%2C%20Animal%20Planet%2C%20and%20TLC  
28 https://variety.com/2022/tv/global/hbo-max-europe-launch-second-wave-1235167468/  
29  RAJAR, Oct-Dec 2021 
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make up close to 60% of 15-24s listening time (compared to 40% pre-pandemic) and 19% for 
all adults (16% pre-pandemic).30 

The online audio market remains fast-moving. 2021 saw innovation in live, social and 
interactive audio including the launch of Spotify Greenroom, Twitter Spaces, Clubhouse, 
Facebook Audio rooms and Amazon AMP. TikTok has also become an important part of the 
music industry, leveraging its massive scale and pace of innovation – 75% of its US users say 
they discover new artists via TikTok.31 

Podcasting still accounts for a relatively small proportion of overall UK audio time (5% for 
those aged 15+).32 However, it is growing rapidly – 20% of UK consumers listen to a podcast 
weekly compared to 11% four years ago.33 Of weekly podcast listeners, Spotify is the top 
platform used with a 36% reach, followed by Apple (26%) and BBC Sounds (24%).34 

Industry estimates suggest Spotify has invested around $1bn acquiring various podcast 
entities, both content and distribution companies.35 They have also significantly increased the 
volume of podcasts they carry – from 450,000 in 2019 to 3.6m as of March 2022.36 Exclusive 
content is increasingly important and Spotify has been at the forefront of bringing top-tier 
talent to Spotify on exclusive deals.  

  

News 

Although TV is still the most-used platform for news overall, with 79% of UK adults relying on 
it for information, the proportion of people accessing news online is now 73%, while 32% 
access news via print newspapers.37 For 16-24s this changing pattern of news consumption is 
even more pronounced, with 89% accessing news online and just 16% consuming print 
newspapers.38  
 
As a result, the news industry has increasingly focused on developing its digital offer for 
consumers, investing in online journalism and improving the user experience across the web 
and apps. However, the growth of global technology and social media companies, including 
Google and Meta, has significantly disrupted the news ecosystem, disintermediating the 
relationship between publishers and consumers, challenging their business model. The growth 
of big tech-owned news aggregators, such as Apple News and Google’s Upday, and their ability 
to integrate these services into devices as a default, has added to this shift. In response to this 
challenge to online traffic and advertising revenues, many news companies are diversifying 
their income through the introduction of subscription and voluntary payment/membership, 

 
30 MIDAS, winter 2019 and winter 2021   
31 https://newsroom.tiktok.com/en-us/new-studies-quantify-tiktoks-growing-impact-on-culture-and-music 
32 https://www.rajar.co.uk/docs/news/MIDAS Winter 2021.pdf  
33 RAJAR/MIDAS, winter 2017, winter 2020. 
34 Source: BBC Podcast Tracker by YouGov, Q4 2021. 
35 https://www.theguardian.com/technology/2022/feb/04/spotify-crises-podcasts-culture-wars-competition-concerns  
36 https://newsroom.spotify.com/company-info/  
37 Ofcom, News Consumption in UK, 2021 p. 3. https://www.ofcom.org.uk/research-and-data/tv-radio-and-on-
demand/news-media/news-consumption  
38 https://www.ofcom.org.uk/research-and-data/tv-radio-and-on-demand/news-media/news-consumption  
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with the New York Times and The Guardian among those recording strong results.39 Despite 
this, surveys suggest that willingness to pay for news in the UK remains low.40 
 
The use of social media (e.g. Facebook, Twitter) as a news source also remains very strong 
especially for younger people (used by half of adults overall and 79% of 16-24s for news).41  
Such platforms have led to increased concerns regarding the spread of false or misleading 
information, with those who use social media being more likely to claim that they were 
exposed to misinformation about Covid than non-users.42  
 
 

3.2 Global players, local markets  

While digital technology has enabled more consumer choice than ever before, it has also 
become harder for individual providers to cut through in crowded markets. These markets are 
increasingly dominated by just a handful of large global providers able to invest large sums in 
content, marketing and product development, often using cross-subsidy from other parts of 
their businesses. For example, together Netflix and Amazon Prime capture a 55% share of the 
European VOD market. Together with Apple and Disney, this rises to 72%.43 Spotify, Apple 
and Amazon together have a 59% share of the global music subscription market.44  

Consequently, smaller players, including national Public Service Broadcasters, are at risk of 
being squeezed in their local markets, particularly where broadcast regulation that protects 
the prominence of national PSBs has not been replicated in the digital sphere.  

Media Company Annual Revenue and Growth ($bn) 

 

 
39 https://www.thedrum.com/news/2021/07/27/the-guardian-sees-huge-61-increase-digital-reader-revenue  
40 See Reuters Digital News Report 2021 
41 Ofcom News Consumption in the UK 2021. 
42 Reuters Digital News Report 2021, p. 9. 
43 https://rm.coe.int/top-players-in-the-european-av-industry-2021-edition/1680a523e9  
44 https://www.theverge.com/2022/1/20/22892939/music-streaming-services-market-share-q2-2021-spotify-apple-
amazon-tencent-youtube  



16 
 

The next few years will determine global winners and losers with critical consequences for 
local markets. The good news for the UK’s creative industries is that the BBC punches well 
above its weight and remains a strong global media player both in the UK and globally. In the 
UK, the BBC’s considerable reach and impact benefits audiences and the wider industry, 
enabling positive market interventions that support economic growth, innovation, and British 
creativity. Globally, the BBC’s scale and position supports the export of UK creative content 
talent, and the championing of British culture and values.  
 

3.3 British culture and storytelling 

British stories are often a critical component of global success – programmes like Peaky 
Blinders, Line of Duty, Downton Abbey and Sherlock are popular around the world. And yet, in 
the UK, an overwhelming proportion of the content on US-based online services like Netflix, 
Apple and Amazon is American. In fact, only 3% of the hours on Disney and only 8% of the 
hours on Netflix are UK produced hours45 – although this brings no guarantee that the content 
reflects British life. Sex Education may have been made in the UK but says little about life in 
the UK.  

In fact, new analysis indicates that UK audiences spend the vast majority of their time with 
SVOD watching US titles. An estimated three-quarters of the time all UK audiences spend with 
SVOD is with US titles, rising to close to 80% for 16-24 year olds.46  

The predominance of the consumption of US programming on SVOD is mirrored in the top ten 
titles by quarter for Netflix. Across 2021, data suggests that at least seven of the top ten titles 
viewed on Netflix per quarter by UK audiences have been non-UK programmes – and of these, 
the vast majority are US programmes.47  

 

 
45 https://www.ofcom.org.uk/ data/assets/pdf file/0023/222890/media-nations-report-2021.pdf P36/37 
46 BARB (Kantar-measured SVOD programming)/BBC analysis, Jan-Feb 2022 
47 Digital I, 2021 



17 
 

 Top ten Netflix titles in the UK in 2021 

 
Digital I, 2021, 2+min reach; IMDb 

None of this is a criticism of US-based services. They offer brilliant services and programmes 
that are an important part of the media mix in the UK. However, their focus is to sell 
subscriptions not to add to the cultural story of the UK.  

The point is a broader cultural one – the tendency to winner-takes-most dynamics in online 
media markets has serious implications for British culture and story-telling. If we continue to 
value British stories we will continue to need a guaranteed investor of scale and reach at the 
heart of the UK creative economy, and a provider of services that can put them prominently in 
front of audiences. 

Moreover, UK audiences say they want to have access to an offer which is unique to them and 
has British players as part of their consumer mix. Ofcom’s recent Public Service Broadcasting 
Review found audience appetite for British content and services was high, with 72% of all PSB 
viewers highly rating the importance of showing ‘new programmes made in UK’.48 They valued 
trusted, accurate news and they also wanted to see British content and stories reflected to 
them.  

In the following chapters we explore how the BBC will continue to do this across our content 
and services in the coming year. 

  

 
48 Ofcom’s ‘Small Screen: Big Debate’, Feb 2020 https://www.ofcom.org.uk/ data/assets/pdf file/0013/192100/psb-
five-year-review.pdf  
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4. The BBC’s strategic and creative priorities for 22/23 
 

4.1 The BBC’s strategic priorities for the year 

Over the next 12 months we will focus on five key areas, building on significant progress over 
the last year to grow value for audiences: 
 

• Strengthening impartiality 
• Creating more distinctive, high-impact content 
• Transforming our digital offer and capability  
• Accelerating commercial and global growth  
• Delivering reform of the BBC, getting closer to audiences across the UK, and managing 

the impact of the first year of the new licence fee settlement.  
 

Strengthening impartiality  

The BBC’s editorial values of impartiality, accuracy and trust are the foundation of our 
relationship with audiences in the UK and around the world. Our priority is to provide 
audiences with fair, accurate and unbiased news and information, and to give them a 
representative and relevant range of views and diverse opinions. We strive to meet the highest 
standards and hold ourselves accountable in everything we do.  

Nearly nine in ten BBC News staff have now undertaken our new Safeguarding Impartiality 
training (including 96% of senior editorial roles and 98% of presenters) and we will now roll it 
out more widely including to independent producers. There will also be a dedicated focus on 
impartiality training for new joiners, to ensure that a strong understanding of the essentials of 
impartiality is built into all BBC careers from the outset. We will use sessions for key staff to 
inform a process of creative renewal and future commissioning, with the aim of reflecting a 
broader set of viewpoints and perspectives from across the UK. 

In October 2021 we published our 10-point plan on impartiality and editorial standards. It 
incorporated our response to the Serota Review and it represents our biggest and most 
significant push to ensure BBC content, not just in News but across all our output, is fair, 
accurate and impartial. It will see the BBC Board and BBC Executive overseeing and reviewing 
impartiality in a more systematic way than ever before. There will be regular, published, 
thematic reviews of content and the first of these – on the BBC’s coverage of UK public 
spending and taxation – is already underway.  
 
 
Creating more distinctive, high-impact content 

2021 has been a year of high-impact content across TV, Radio and BBC Online. We brought 
the nation together in our sporting coverage, including the Olympics and Euros. We rolled out 
our major project of modernising BBC News and introduced story-led commissioning and 
production across News and Current Affairs.  

The year ahead is the BBC’s centenary year and will be full of creative highlights, including: 
Conversations with Friends, the TV adaptation of Sally Rooney’s debut novel; Blue Lights, a 
drama from the writers of the Salisbury Poisonings; The English from Hugo Blick; and the return 
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of Happy Valley, Ghosts and Alma’s Not Normal. New factual series like Frozen Planet II, Inside 
the Autistic Mind and Five Days on Mars with Brian Cox, will give us a new perspective on the 
world.  

There is a packed sporting year ahead with UEFA Women’s European Football Championship, 
Commonwealth Games and Rugby League World Cup, alongside live coverage of the FIFA 
World Cup Qatar 2022. Later this year, the BBC’s inaugural comedy festival will launch in 
Newcastle-upon-Tyne, and our unique range of live music events will return to cities and towns 
across the UK, including Coventry hosting Radio 1’s Big Weekend. Radio 1Xtra will celebrate its 
20th birthday, and the BBC will mark its centenary with programming that looks across a 
century of British and global broadcasting. 

 

Transforming our digital offer and capability 

The BBC has long recognised the need to transform digitally and since 2007 we have been 
delivering market-leading digital experiences to our audiences.  

Today, the BBC’s digital service remains a market leader and the BBC is at the forefront of 
digital innovation. Last year we continued to improve our digital services, including refreshed 
and updated user experience and functionality across BBC iPlayer, BBC News Online, BBC 
Sounds and BBC Sport Online.  

To ensure the BBC continues to be at the forefront of digital innovation we have put in place a 
new digital product operating model under the leadership of a new Chief Product Officer. 
Recognising the need to not just keep pace with audience behaviours but to anticipate changes 
and lead the market we expect to increase our investment into digital product development 
both this year and through the remainder of the Charter period. This year our focus is investing 
into platform capabilities that are shared across our product portfolio, such as personalisation, 
metadata, and content production tooling, as well as investing in specific skills such as data 
science. In the year ahead we will continue to improve our online portfolio, including but not 
limited to: 

• Continuing to improve iPlayer – our top priority for the year ahead – by giving every 
user a relevant and rewarding experience on every visit, using our expertise in editorial 
curation and recommendations to improve content discovery, and making further 
improvements to the user interface 

• Completing the rollout of the redesigned and rebranded BBC News app, including a 
more personalised service 

• Continuing to improve BBC Sounds with more effective personalisation, curation and 
search functionality. We will also trial making some BBC radio programme podcasts 
available for on-demand listening first on BBC Sounds 

• Delivering a significant increase in editorial content in Bitesize including content for 
Key Stage 3 pupils and brand-new Reception content in English and Maths. 

We will also work with partners to develop the next generation of internet-enabled, free-to-air 
TV platform experiences that foreground content from the UK’s public service broadcasters.  
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Accelerating commercial and global growth  

Over the last year we have continued to grow our global presence outside of the UK and the 
BBC is now used by almost 490m people every week through our activity across TV, Radio and 
Online. This year we will continue to grow and expect to meet our ambitious goal of reaching 
500m outside the UK every week. 

Digital remains a critical area for the BBC around the world and over the next 12 months we 
will accelerate the digital transformation of the World Service, improving our digital products, 
enhancing core live pages and video performance to provide a better experience aligned to 
audience needs. Alongside this investment we will also refresh the World News TV channel – a 
key element of our global offer and now funded out of the licence fee.  

Following the transfer of responsibility for BBC.com to BBC Studios last year, we will deliver 
new investment in our digital news output in key global markets, and BBC Studios will 
continue to develop and grow direct-to-consumer digital subscription services, building on the 
North American launch of factual video streaming service BBC Select and BBC Podcasts 
Premium. The transition of Children’s production to BBC Studios will allow this critical genre 
to grow and thrive in the global space and generate additional income.  

 
Delivering reform of the BBC  

Our Across the UK strategy is aimed at ensuring the BBC reflects, represents, and serves all 
parts of the country. It represents a significant transformation of the BBC, with hundreds of 
millions of pounds of BBC investment transferred by the end of the current Charter, and a 
meaningful expansion of creative spend and decision-making outside London. It is forecast to 
deliver significant economic benefit, helping to support sustainable regional growth in 
production economies and creative clusters as well as building key creative and digital skills 
across the UK. 

The next year will be critical in delivering this ambition. By September all planned BBC News 
teams will be transferred to their new UK bases, including Newsbeat and Asian Network news 
to Birmingham, and News story teams to Salford, Leeds, Glasgow and Cardiff. In Radio, the 
Radio Science team will relocate to Cardiff by Autumn 2022, followed by the move of further 
Asian Network programming to Birmingham. We will look to move further radio programming 
across the UK as part of the Radio Commissioning Framework, as well as progressing plans to 
move further radio output later in the Charter.  

Following our ambition to spend at least 60% of television network production spend outside 
of London, we are planning to launch new TV commissions and productions in key UK regions. 
Details of these plans are in the following sections.  

The BBC is consistently recognised by the Social Mobility Foundation in their Top 75 Employer 
Index and this year the BBC was ranked 31. We want to do more to change the socio-economic 
mix of our staff to better reflect UK society. By 2027/28 we want 25% of our staff to come 
from a lower socio-economic background and we are one of the first media organisations in 
the UK to set a target for socio-economic background. We publish data about the socio-
economic background of staff in our Annual Report and Accounts, with a high declaration rate, 
providing a good baseline of our current staff demographics.  

The BBC will also deliver the first phase of the expansion of its skills and apprenticeship 
programmes in 2022/23. This includes the BBC’s core apprenticeship programme with plans to 
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introduce 1,000 apprenticeships by 2025, and the enrolment of the first cohort into the 
Apprenticeship Hub in the West Midlands. 

We are also committed to a more sustainable BBC and to achieving net zero by 2030. As part 
of this we will continue to reduce business travel and implement more sustainable production 
methods and switch to renewables and electric vehicles. 
 

Managing the impact of the new licence fee settlement  

In January, the Secretary of State for Digital, Culture, Media and Sport announced the licence 
fee would be frozen at its current price for two years from 22/23 and then rise in line with 
inflation for the following four years.  

This licence fee settlement is challenging for the BBC, particularly at a time of high inflation 
and media super-inflation. We estimate that the settlement will require the BBC to find £285m 
in annual savings by 2027/28. This will mean a reduction in the BBC’s audience offer. It also 
reduces the real-term investment we can make in the wider UK creative sector compared to a 
settlement that kept pace with inflation. We will set out our strategy for the remainder of the 
Charter period before the summer.  

We believe the role of the BBC is more vital than ever. As the media landscape is increasingly 
dominated by US-based global players, the UK needs a player of scale that puts UK audiences 
first and acts as a national champion around the world – a platform for UK creativity that 
draws on the best ideas, talent and voices from across the UK’s nations and regions, and that 
can be relied upon to put British stories centre stage and deliver value for all audiences, no 
matter who they are or where they live.   

   

* * * 

 

The rest of this chapter explains how we will put our strategic and creative priorities into effect 
through each of our five public purposes. 
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4.2 Impartial news and information  

  
22/23 Strategic plans 

This year we will continue to implement our 10-point plan on impartiality and editorial 
standards, ensuring BBC content is fair, accurate and impartial, and reflects a broader set of 
viewpoints and perspectives from across the UK.  

The first of the new BBC Board-led thematic reviews of content will be published, focusing on 
the BBC’s coverage of UK public spending and taxation. The new programme of internal 
content reviews will also begin, assessing the extent to which news and factual content meets 
editorial standards. 

This year will also see a number of changes to key on and off air news roles. Deborah Turness 
will begin as the new CEO for BBC News & Current Affairs, joining from ITN. James Cook takes 
up his role as the BBC’s new Scotland Editor, following Sarah Smith’s appointment as North 
America Editor; and Laura Kuenssberg will replace Andrew Marr as the host of BBC One's 
flagship Sunday morning politics show. Other significant appointments will include a new 
Political Editor to succeed Laura Kuenssberg. 

Audiences will this year see the benefit from changes to the way we organise our journalism, 
with new multi-disciplinary story teams and a more co-ordinated approach to commissioning, 
ensuring that the most important stories reach audiences however they access BBC News. 
These reforms are already ensuring that the best of the BBC’s journalism travels further across 
our programmes and services. During COP26, reports on the impact of climate change around 
the world were commissioned to work across all our platforms including online, TV, radio and 
real-time analysis through our enhanced live page offer. Live information, updates and analysis 
on the situation in Ukraine have been shared across BBC News, including enabling a 24/7 Live 
news page online and content for BBC iPlayer and BBC Sounds.  

News and Current Affairs will play a vital role in delivering the BBC’s Across the UK strategy, 
ensuring that we are telling stories from the length and breadth of the country and better 
reflecting the audiences we serve. This will include new story team roles in Cardiff, Glasgow 
and Leeds, radio news teams in Birmingham, and business and audio news teams in Salford,  
where they will join our established news teams working on BBC Breakfast and BBC Radio 5 
Live. We will continue to present our flagship shows, including Newsnight and Today, from 
locations around the country, with Friday’s PM programme broadcast from that evening’s Any 
Questions venue. 

22/23 will be an important year for our online News strategy. We will complete the rollout of 
the redesigned and rebranded BBC News app. This includes a more personalised service within 
the app and across the BBC’s digital portfolio when users sign in. Audiences will continue to 
see innovation in our digital news offer, with a focus on the Live page experience, building on 
its significant growth over the past year.  

We will develop our offer for younger audiences, building on the trusted role played by 
Newsround and Newsbeat. The return of BBC Three as a linear channel has created an 
opportunity to launch a new weekday news bulletin, The Catch Up, also available on BBC 
iPlayer.  
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Developing our news and current affairs offer on BBC iPlayer and BBC Sounds will be priorities 
for BBC News this year. We will explore new formats made for streaming audiences and 
organise content around major issues and stories, such as climate change, technology, and 
personal finance to ensure audiences can more easily find out about the major issues of the 
day across all of the BBC’s major digital services. 

 

22/23 Creative plans 

We will continue in-depth coverage of the Russian invasion of Ukraine, helping audiences to 
understand events as they unfold and their implications for both the people of Ukraine, the 
region and the wider world. We will continue to find ways to inform UK and international 
audiences about the conflict, such as the recently launched podcast Ukrainecast, which utilises 
the deep knowledge of our language service teams and BBC Monitoring. 

Coverage from Ukraine has again demonstrated the value of a television news channel as a 
vital way to keep audiences up to date, alongside the growing role of our online live news 
pages. Following the transfer of World News into the public service, we will explore 
opportunities to deliver even greater value for UK audiences from rolling television news. 

Across BBC News, we will deliver live results and detailed coverage of the Northern Ireland 
Assembly elections as well as local elections in England, Scotland and Wales. And, throughout 
the year, we will track UK and global pledges post COP26. Our correspondents around the 
world will continue to ensure that UK audiences are kept up to date about major international 
developments, including the ongoing situation in Afghanistan.  

Panorama will continue to deliver impactful investigations, with additional investment. We will 
broadcast TV documentaries on subjects including Hong Kong, Turkey, the fall of Kabul, and 
how the world deals with Russia. Closer to home we will take another look at social mobility 
and explore the role of the big tech companies, with a five-part Radio 4 series The Future Will 
Be Synthesised. 

As we begin to move beyond Covid-19, we will explore what a post-pandemic world looks like. 
Domestically, the cost of living is likely to remain high on the news agenda. The Queen’s 
Platinum Jubilee is a momentous milestone which we will mark across all of our outlets. 
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4.3 Supporting learning for people of all ages  

 

22/23 Strategic and creative plans in formal learning  

In 22/23 we will enter the second year of our three-year strategy to improve the BBC Bitesize 
service. Our suite of guided learner ‘Courses’ for Key Stage 3 pupils and brand-new Reception 
content in English and Maths means we are well on the way to delivering the 40% increase in 
editorial content outlined in last year’s Annual Plan. In 2022/23 we will begin to review and 
refresh our GCSE provision to better meet audience expectations and finalise this 
commitment.  

Formal learning will be an important part of the BBC Centenary. For example, the Share Your 
Story initiative will visit over 400,000 secondary-aged learners across the whole of the UK to 
offer a half-day lesson in storytelling, delivered by BBC staff, including talent such as Zoe Ball, 
Graham Norton and Greg James. Share Your Story has been designed with teachers and 
educational organisations such as the National Literacy Trust and Voice 21, to help young 
learners build confidence, understand how to tell engaging stories, and inspire careers in the 
creative industries.  

We will celebrate the 50th anniversary of the launch of Newsround this year, marking the 
occasion with a special programme of events as well as two new Newsround Specials, showing a 
bright future for a cherished BBC brand. 

Tiny Happy People (THP), our educational service for early years kids and their parents and 
guardians, will build on its work in the nations and regions, and our longstanding relationship 
with the Royal Foundation, by seeking to develop partnerships with a handful of high-street 
brands who share the service’s values and ambition to support language acquisition amongst 
the youngest learners. This will complement THP’s existing support for parents across the UK 
through our regional hubs model, which works with the Welsh Government and Northern Irish 
Executive across those two nations, with the Rangers FC Foundation and Glasgow City Council 
in Scotland, with Cornwall County Council and Radio Cornwall, and the Greater Manchester 
Combined Authority in England.  

Alongside improvements to our education content, in 2022 we will develop Bitesize Careers. 
We kicked this off in March with career panels hosted by BBC North West Tonight’s drumming 
weatherman Owain Wyn Evans, Dr Alex George and Radio 1Xtra’s Nadia Jae. It featured young 
professionals including a vaccine researcher from AstraZeneca, a games programmer from 
Electronic Arts, a veterinary nurse from the RSCPA and coaches and psychologists from Aston 
Villa and Southampton Football Clubs. Bitesize Careers will also commission new job profiles 
featuring young people and their careers, to complement the over 300 already on the site, and 
new content on the ‘jobs of the future’. 

Ramping up delivery of BBC Bitesize – The Regenerators, our green and sustainable education 
campaign, will also be a key priority. As a partnership with the BBC’s world-leading Natural 
History Unit, The Regenerators brings green issues to every subject in every classroom, and saw 
two BBC Teach Live Lessons in partnership with BBC Green Planet, and a drive to distribute 
one million ‘Green Planets’ seed balls to schools in 2022. In 22/23 The Regenerators will offer 
new content for older primary and early secondary learners, and open up its ‘Hall of Fame’ to 
celebrate the contribution of youngsters to green and environmental issues, and inspire the 
next generation. 
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In 2022 BBC Teach will deliver new Live Lessons with hit CBeebies brand Numberblocks and a 
Victorians special starring the cast of new CBBC period drama Dodger, alongside celebrations 
of big dates in the school calendar, including World Book Day and Shakespeare Week – the 
latter a collaboration with the Shakespeare Birthplace Trust. Elsewhere, BBC Teach will 
continue to commission new content collections to support teachers in the classroom, drawing 
on the ‘best of the BBC’ and providing new ideas to stimulate learning. These will include new 
work on KS2 History and the history of music, and new secondary content for Biology and 
German.  

The BBC Bitesize Parent Toolkit worked with the Jay Blades: Learning to Read at 50 team to 
help inspire parents to continue their own learning, and with BBC News to deliver the BBC 
Young Reporter competition and new content focused on impartiality and media literacy. BBC 
Food continues to be the natural ‘second screen’ for all our hit TV food shows, from Nigella to 
Saturday Kitchen. 
 

22/23 Strategic and creative plans in children’s content and services 

Creating more British animation is a part of our strategy to create higher impact programming 
and we will commission three broadcast-quality pilots from our Ignite initiative, which received 
over 1,000 submissions. Stage one development is currently taking place with a shortlist of 18 
ideas, and over half of them are from individuals the BBC has not worked with before or are 
new to the industry. 

Drama is another key strategic priority and this year we will launch a new series called Phoenix 
Rise, set in a fictional West Midlands secondary school and filmed on location in the region. 
This reflects our commitment to production across the UK, alongside other key titles such as 
Jamie Johnson (Wales); The Dumping Ground (NE England); JoJo & Gran Gran (SW England); the 
CBeebies Underwater Prom (London); a significant commitment to Northern Ireland in the form 
of comedy-drama Nova Jones; plus a wide range of titles produced in North-West England and 
Scotland from our well-established base and supplier relationships there. 

Given the high use of on-demand services amongst young audiences, we continue to develop 
iPlayer so it best suits the needs of younger people. For example, having developed age-
segmented profiles for children we will focus this year on developing the right mix of content 
that is available in iPlayer for each group, particularly 10-12s and how they then transition into 
older content. We will also continue to publish more content to iPlayer first, with for instance 
the whole series of all new 7-12 dramas being released on transmission of the first CBBC 
channel episode. 

From April 1 2022 the BBC Children’s In House Production department will move to BBC 
Studios. Since BBC Studios was created four years ago the worldwide demand for children’s 
content has grown, in line with the bigger shifts seen across all content production. This 
change will ensure the BBC retains significant production capability for children’s content.  
Combined with the global opportunities it presents to build key programme brands, this will 
also help to bring more of the BBC to the world and drive the best value for our investment in 
this genre. 

In programming, this year will be full of great new launches and returning hits. There will be 
new twists on our established titles which will include a Horrible Histories special to celebrate 
100 years of the BBC, and the fearless medics of Operation Ouch will be dedicating a 
programme to breaking taboos around understanding cancer. We will have a strong portfolio 
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of returning drama with more series of Jamie Johnson, Malory Towers, The Dumping Ground and 
Princess Mirror Belle all coming back for our 7-12 audience.   

In addition, CBBC will have a new drama launch with A Kind of Spark, based on the award-
winning book by neurodiverse author Elle McNicoll. CBeebies, too, has a new scripted title with 
Olga da Polga, based on the books by Paddington author Michael Bond. 

With an innovative mix of scripted and reality content, another new launch for CBeebies is Dog 
Squad. This programme follows the lives, and even thoughts, of different working dogs as they 
support humans in various ways in the fictional location of Woofton. Coming back to CBeebies 
this year is the welcome return of the much-loved Something Special, presented using Makaton 
sign language by Justin Fletcher and a beacon of diversity now for over a decade. Another 
established and diverse hit JoJo & Gran Gran returns with new episodes and two specials. 

Woven throughout our schedules are numerous titles which depict different aspects of Britain 
and the world, often led by child contributors. Giving children an understanding of the natural 
environment is highly prominent, with new series Deadly Predators and Andy’s Global 
Adventures all from BBC Studios Natural History Unit, along with One Zoo Three and Ranger 
Hamza’s Eco Heroes. Long-running CBBC observational documentary strand Our School will for 
the first time go into a British boarding school, to reveal the many different reasons why 
children attend and what life is actually like for the pupils involved. The continuation of Gym 
Stars reflects the importance of sport and activity in our audience’s lives, and new series 
Football Academy follows the girls and boys who are seeking to become future professionals.  
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4.4 Creative, high quality and distinctive output and services  

 

22/23 Strategic plans in television 

In the year ahead we will continue to deliver outstanding TV programmes that celebrate the 
British people and our culture, as well as the world around us. We will continue to reflect the 
diversity of the UK, bringing a broad range of voices from across the UK into living rooms 
across the country.  

As part of our Across the UK initiative we will continue progress towards 60% of network 
television production being made outside London, and to make more programmes that better 
reflect the communities we serve. This will include dramas like Conversations with Friends, 
Control Room, Ralph and Katie, Red Rose, Sherwood, The Pact and the return of Waterloo Road. 
Audiences will see more local stories with national resonance as a result of our co-
commissioning strategy – including Flight Club, Made Up in Belfast, Reunion Hotel, and 
Squaddies. We will continue to move established series from London to other parts of the UK, 
to increase skills and economic impact. In 22/23 the team producing Glastonbury will move to 
their new Cardiff base, Design Masters will showcase its new home in Brighton, and Morning 
Live will continue to broadcast live from Manchester. We will also be planning the smooth 
transfer of Top Gear to Bristol and Masterchef to Birmingham in future years. We will continue 
to increase our Network commissioning footprint across the UK, including a 
Documentary commissioner based in the North, and a Bristol-based commissioner covering 
Specialist and Popular Factual. 

In April 2022 we will be one year into our three-year Creative Diversity Fund commitment to 
spend £112 million of our commissioning budget (£100m from TV and £12m from Radio) on 
diverse content and strengthening diverse leadership on our programmes. Alongside this, the 
BBC has a commitment to ensure diversity behind the camera across three protected 
characteristics: Black Asian Minority Ethnic (B.A.M.E.), Disability and Socio Economic Diversity 
(SED) in all new commissions, to drive change in off-screen representation. The BBC’s highly 
successful 50:50 gender equality programme designed to equalise female and male 
representation on screen and on air will continue and has been expanded to include Disability 
and B.A.M.E. 

BBC Three will be core to our strategy of improving our content supply for younger audiences 
who are less likely to use BBC TV. By establishing partnerships with Northern Ireland Screen, 
Screen Scotland, Creative Wales and Create Central in the Midlands, BBC Three will fund 
opportunities for regional independent production companies to develop and produce locally 
based content. Titles commissioned via these partnerships will be vital for our ambition of 
spending at least two-thirds of BBC Three’s budget across the UK by the end of the Charter 
period. Due to the BBC’s investment in this area, younger audiences will see more people and 
stories that reflect their communities. Shows that will demonstrate this strategy in practice 
include extreme tractor racing competitions (The Fast and Farmer-ish), a celebration of 
entrepreneurialism right across the UK (Angels of the North and The Drop) and a look at the 
lives of young bricklayers in England (Brickies). 

We will continue to evolve BBC Four in line with the plans we set out this time last year to 
move BBC Four to being the home of both the BBC’s rich archive and arts & music 
performances. Reducing origination spend on BBC Four will enable us not only to make more 
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investments in younger audiences, but also invest in wider audiences who currently consume 
comparatively less BBC content. 

For millions of people, BBC iPlayer is their preferred way to watch our wide range of distinctive 
programming. Audiences enjoy this extra choice and the control they gain over their viewing 
experience from a huge and ever-increasing number of devices. We believe that we can make 
the service even better through an ambitious programme of product development, focusing on 
the need to provide each individual with a relevant and rewarding experience on every visit. We 
will utilise our expertise in editorial curation and recommendations, and make further 
improvements to the user interface. We will also expand availability and choice to ensure that 
licence fee payers can get even more value from our offer. 

We will also evolve and align our distribution joint ventures to provide audiences with the next 
generation of internet enabled, free-to-air TV platform experiences. This will elevate the 
prominence and accessibility of BBC content on a wide range of television devices, while 
providing audiences with enhanced, personally relevant discovery tools. 

 

22/23 Strategic plans in audio 

As audience behaviour around audio changes at pace, our strategy is adapting in response, to 
ensure we are delivering value to all audiences wherever and however they are listening. As 
more listening shifts from linear to on-demand, our content mix will continue to evolve across 
our networks. We will start to see the real benefits of our move last year to bring together 
commissioning for network and on-demand speech audio content, with more titles that 
audiences can enjoy either live or on-demand. We will prioritise clarity and relevance across 
our network portfolio, in an audio market where there is more choice and competition than 
ever. Working closer as a portfolio will help us reach and retain lighter listeners who are 
currently getting less value from the BBC. Our networks will also amplify the unique power of 
live audio across music, breaking news, live sport and major events, creating shared moments 
that provide companionship and community for audiences.  

We want BBC Sounds to be the best place for audiences to listen to BBC audio content. As 
more and more listening becomes digital, we will continue to ensure BBC Sounds is available 
where our audiences want to listen, whether it is at home via smart speakers, on the go via 
mobile devices, or via connected devices in the car. A focus on more effective personalisation, 
curation and search functionality will continue to improve the user experience, helping 
audiences discover relevant content for any listening occasion, including surfacing more 
locally relevant content. We will trial new long-form music collections showcasing the best 
music content from the BBC, organised by mood, genre, artist or theme. We will also trial 
making some BBC radio programme podcasts available for on-demand listening first on BBC 
Sounds. Our news podcast portfolio will focus on delivering more audience impact from fewer 
titles. We will also continue to support grassroots UK talent through schemes like the Sounds 
Audio Lab, and will trial showcasing a small number of distinctive third-party podcasts in BBC 
Sounds as well as experimenting with new audio content formats.  

Following the publishing of the government’s Digital Radio and Audio Review last year, we will 
begin developing plans for the closure of Medium Wave over the coming years in line with the 
Review recommendations, as well as working with the sector to deliver other 
recommendations from the Review.  
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The UK has a healthy and vibrant audio production base and the BBC has always made use of 
in-house teams and third party producers. To further support the wider production sector we 
committed in 2015 to open 60% of our eligible output to independent producers by December 
2022. We are on track to meet this commitment later this year. Our commitment to fair and 
effective competition will continue to support the development of the independent audio 
production sector and creative industries, and we plan to work with the audio sector to address 
any inefficiencies within the Radio Commissioning Framework and simplify processes where 
possible. In this first year of the £250,000 Indie Development Fund, we will work with multiple 
independent producers to mentor and grow their capabilities, with a particular focus on 
diverse and regional talent and producers. The review of the BBC’s role within the classical 
music sector will also conclude during this period. We will reflect on its recommendations, 
particularly its implications for the BBC’s orchestras and choirs, the Proms and our broadcast 
content. 

As part of our commitment to supporting new talent, our inaugural Sounds Audio Lab 
participants will showcase their new podcasts on BBC Sounds, and on Radio 1 a raft of brand-
new presenters will take to the airwaves between Boxing Day and New Year’s Eve. BBC Asian 
Network Represents will return with twelve successful applicants each hosting their own unique 
Sunday show, and the BBC Open Music creatives and musicians will be taking part in building 
and delivering a Prom as part of this summer’s festival. Radio 4 will launch a new access show 
for writers, DMs Are Open, presented by Athena Kugblenu and Tik Tok star Ali Official. 

This year, we will also start to deliver the first major audio moves as part of our Across the UK 
plans. The BBC Audio Science department will move to Cardiff as part of a new Wales and 
West Production team serving BBC Wales, Radio 4 and the World Service. Pop programme 
moves will begin with growth of the Asian Network in Birmingham, and detailed plans will 
progress towards the expansion of Radio 3 in Salford, and moves out of London of other 
content for Radio 4. 

 

22/23 Creative plans in TV drama 

Following a year of record-breaking and critically acclaimed drama on the BBC, 2022 will 
continue to showcase our commitment to creating distinctive and high-quality drama which 
nurtures new talent and tells stories that reflect the whole of the UK. 

Big bold new dramas include: Hugo Blick’s The English starring Emily Blunt; Steven 
Moffat’s Inside Man; gripping new series The Gold, inspired by the iconic true story of the 
Brink’s-Mat robbery; Ralph and Katie, a spin-off from The A-Word, focusing on the challenges 
of a couple with Down’s Syndrome in their first year of married life; and the much-anticipated 
return of Happy Valley for a third and final series. 

The writers of The Salisbury Poisonings, Adam Patterson and Declan Lawn, have created an 
original police drama, Blue Lights, from Northern Ireland; The Control Room is a gripping new 
thriller filmed and set in Glasgow; Wolf is written by Megan Gallagher and based on Mo 
Hayder’s acclaimed Jack Caffery novels from Wales; playwright and dramatist, James Graham, 
draws on his experiences of growing up in post-industrial Nottinghamshire in Sherwood; and 
the award-winning school drama Waterloo Road is back for a brand new series and is returning 
to its roots in Greater Manchester. 
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Adaptions include Steven Knight’s SAS: Rogue Heroes; Bash Doran’s adaptation of Kate 
Atkinson’s celebrated novel Life After Life; and Dolly Alderton’s Everything I Know About Love, 
inspired by her own internationally bestselling memoir. My Name Is Leon, the award-winning 
author Kit de Waal’s novel, is adapted by Shola Amoo writing his first screenplay for television 
and tells the story of a mixed-race, nine year old boy whose desire is to keep his family 
together after he and his brother are sent into foster care in 1980s Britain. 

BBC Three returns with a renewed focus on original British drama written by and starring some 
of the most exciting new talent and voices the UK has to offer including: Red Rose, a 
contemporary horror series from the Clarkson Twins set in Bolton; emerging writer Ryan J 
Brown’s thriller Wrecked; and following the phenomenal success of Normal People comes the 
adaptation of Sally Rooney’s award-winning debut novel Conversations with Friends. 

Doctor Who, Call The Midwife, Shetland, Gentleman Jack, His Dark Materials, Death in Paradise, 
The Split and Noughts + Crosses will all return, along with the 25th anniversary series of Silent 
Witness, while EastEnders and Casualty will continue to entertain the nation.  

 
22/23 Creative plans in TV comedy 

BBC Comedy continues to be the largest generator of original British comedy in the UK, 
delivering the highest audiences and winning the most comedy awards across the board for 
pioneering and distinctive shows that cater to a broad spectrum of tastes.  

Comedy on BBC One will continue to engage new and existing fans. Returning shows 
include Ghosts, Not Going Out and The Other One, while new offerings this year include: 
Romesh Ranganathan’s comedy series Avoidance; Here We Go, a family sitcom written by Tom 
Basden; and Black Ops, created by Gbemisola Ikumelo, Akemnji Ndifornyen and writing duo 
Joe Tucker and Lloyd Woolf. 2022 will also see a return of Stephen Merchant’s The Outlaws – 
the BBC’s biggest new comedy launch in 2021, streaming 15 million times on BBC iPlayer so 
far. 

BBC Two has a range of distinct comedy titles including Dylan Moran’s new sitcom Stuck and 
the second series of Sophie Willan’s BAFTA-winning Alma’s Not Normal. Philomena Cunk 
returns with her latest landmark mockumentary series Cunk on Earth, and we see the return 
of Inside No.9, The Mind of Herbert Clunkerdunk and Two Doors Down. Additionally, to mark 100 
years of the BBC in 2022, The Love Box In Your Living Room with Harry Enfield and Paul 
Whitehouse will take a look at the BBC’s last 100 years, mixing contemporary footage with 
“genuinely authentic made-up stuff”.  

Over on BBC Three, comedy gives a platform to the next wave of great British comedic voices. 
Upcoming titles include: Mawaan Rizwan’s Juice; a new project from Kurupt FM collaborators 
Steve Stamp and Ben Murray – Peacock; Ellie White and Natasia Demetriou’s sketch show Ellie 
& Natasia; and the third series of Liam Williams’ critically acclaimed comedy Ladhood. BBC 
Three will also host the heats for this year’s BBC New Comedy Awards ahead of the final on 
BBC One. 

Meanwhile, May 2022 will see BBC Comedy celebrate its inaugural Comedy Festival in this 
year’s City Of Comedy, Newcastle-upon-Tyne. The Festival will celebrate the cultural 
contribution comedy makes to the UK and feature a range of showcases, workshops and 
screenings. The story of British comedy is synonymous with the BBC, and we remain devoted 



31 
 

to unearthing, nurturing and championing the best emerging new and diverse British comedy 
talent in ways that capture and reflect our highly cherished national sense of humour.  

 
22/23 Creative plans in Factual TV 

BBC Factual brings viewers distinctive, high impact content that reflects lives around the UK, 
and brings the wider world to our audiences. 

This year, four new series portray the lives of communities across the Nations: Highland Blues, 
The Hotel People, Yorkshire Born and Reunion Hotel. All at Sea showcases the British fishing 
fleet and Soldier: Made In Yorkshire follows new recruits at Catterick training centre 
while Hospital, based in Leeds and Ambulance, filmed in the North East, continues to tell 
stories that reflect modern Britain. 

Marking the BBC Centenary, David Dimbleby charts 100 years of the corporation in A Very 
British History. Other new history titles include David Olusoga on The Union, Charles Moore 
on Thatcher & Reagan: A Very Special Relationship, and Lucy Worsley on Unsolved Histories. 

New natural history programming includes Frozen Planet II, new environmental series The 
Pride, and Our Changing Planet and Dinosaurs: The Final Day, with Sir David Attenborough. 

In science Brian Cox explores Five Days on Mars; Chris Packham takes us Inside the Autistic 
Mind; Cara Delevingne presents Planet Sex; First Contact examines extra-terrestrial 
intelligence; The Bolsonaros delves into the Brazilian dynasty; and Ignorance marks 40 years of 
HIV/AIDS.   

Louis Theroux presents a new interview series, Freddie Flintoff sets up Freddie’s First 
Eleven with kids from Preston, and there are intimate single films from Joe Wicks, Ellie 
Simmonds, Zara McDermott and Tan France. 

New factual entertainment shows include Idris Elba setting up a Fight School to help 
disadvantaged young adults; dating show I Kissed a Boy; former professional footballers trying 
to get Back in the Game; adventure travel series Trailblazers; new challenge show Warrior 
Island; and celebrity relationship format Unbreakable. Exciting new competition formats 
include Britain’s Top Takeaways, Master of Ceremonies and Hungry for It, while Meet the 
Khans and Sort Your Life Out return for new series.  

In religion, Faith and Hope for Spring returns, alongside Pilgrimage and new five-part boxset, A 
Believers’ Guide. 

 
22/23 Creative plans in Entertainment TV 

BBC One will see the return of Strictly Come Dancing in its 20th season, and also more from Top 
Gear and The Wheel. Recent play-along hits including I Can See Your Voice, This is MY House 
and The Hit List are all back whilst Freeze the Fear with Wim Hof makes its debut. The high-
stakes duplicitous competition series The Traitors comes to BBC One plus the return of The 
Apprentice and Gordon Ramsay’s Future Food Stars. 

Also back on BBC One are recently rebooted audience favourites The Weakest Link, Blankety 
Blank and A Question of Sport, and Children in Need and Comic Relief will once again broadcast 
from their new studio homes in Salford.  
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BBC Two will continue to be the home of the quiz shows Mastermind, Only Connect and 
University Challenge, while Chris and Rosie Ramsay will bring audiences plenty of laughs in 
their brand-new comedy entertainment series. 

BBC Three returns to linear TV with a raft of feel-good entertainment programmes that aim to 
unite, inspire and resonate with younger audiences. The fourth series of RuPaul’s Drag Race UK 
promises to be hotter than ever, whilst audiences can expect bigger hair, bigger style and even 
bigger personalities in all-new Angels of the North. 

Filmed in Manchester, Streetwear competition series The Drop reaches its unmissable finale, 
and hosts Munya Chawawa and Yung Filly will ensure BBC Three becomes BBC Freezing with 
their very own take on Wim Hof’s brand new BBC One series Freeze the Fear. BBC Three will be 
in Turin as the Eurovision 2022 Semi Finals are broadcast live on the channel for the first time 
in over five years. 

All of this, coupled with BBC favourites such as Strictly Come Dancing, Top Gear and 
MasterChef set to celebrate the BBC’s 100th birthday in their own unique way, will ensure the 
BBC continues to be a favourite entertainment destination. 
 

22/23 Creative plans in Arts TV 

BBC Arts will broadcast Art That Made Us this April, a new cultural history of the British Isles 
for BBC Two and iPlayer, exploring how pivotal artworks have helped shape our creative story 
alongside a nationwide festival. BBC Four will cement its place as the home of performance 
with world-class theatre, dance, classical music and readings including Much Ado About 
Nothing from the Royal Shakespeare Company, Carlos Acosta’s Don Quixote for Birmingham 
Royal Ballet and Nitin Sawhney’s Ghosts in the Ruins. Other highlights include the return of 
BBC Young Musician and Eliot in Love, marking the centenary of T.S Eliot’s The Wasteland. 

BBC Music will return to Worthy Farm in June to bring the magic of Glastonbury Festival to 
millions of listeners and viewers, across TV, radio, online and mobile. The 30th anniversary of 
Later… with Jools Holland will be celebrated on BBC Two in November.  
 

22/23 Creative plans in Sport TV 

2022/23 will host a number of major sporting events, many taking place in and across the UK, 
and will provide a huge opportunity to showcase the breadth and range of sport covered by 
the BBC.  

We will be home to exclusive coverage of the UEFA Women’s European Football 
Championship, Commonwealth Games and Rugby League World Cup, alongside live coverage 
of the FIFA World Cup Qatar 2022. In addition, we will host live coverage of the Six Nations 
Rugby Championships, The Hundred, the FA Cups and Wimbledon. We will continue to serve 
football fans with our weekly offering including Match of the Day, Football Focus, MOTDx, Final 
Score and Women’s Super League on BBC TV alongside our long-standing live streaming and 
radio coverage. And courtesy of the most-used sports website/app in the UK,49 BBC Sport will 
be at the heart of every major story throughout the year. 

 
49 Compass by Ipsos MORI 16+ 
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22/23 Creative plans in audio 

Our distinctive live events return to cities and towns across the UK. Radio 1’s Big Weekend will 
be hosting over 80,000 young fans in Coventry’s War Memorial Park, and in Cardiff, Little Simz,  
Idles and Manic Street Preachers are part of the 6 Music Festival line up in April. 6 Music will 
also launch a new partnership with the Freak Zone Supersonic festival in 2022. For the first 
time Radio 2 Live will take place outside of London and will bring audiences some of the most 
loved artists over two days. Radio 1Xtra Live and BBC Asian Network Comedy are both back, and 
Radio 3’s live broadcasts will be supporting the return of live music around the UK as well as a 
full Proms celebration.  

Radio 1Xtra will celebrate its 20th birthday with special content, and new partnerships with 
AfroNation in Portugal and Wireless 2022 in London and Birmingham. Zoe Ball will present her 
flagship breakfast show live from Birmingham during the Commonwealth Games, and Radio 2 
Goes Green with initiatives and programmes on how to have a more environmentally minded 
lifestyle. The BBC Concert Orchestra will be marking the Queen’s Platinum Jubilee on Radio 2, 
and a new initiative, Radio 2’s 21st Century Folk, will capture the essence of life in the North-
East of England in 2022 through the prism of folk song.  

Radio 2 and 6 Music will commemorate 60 years of Jamaican Independence in August with a 
range of programming, playlists and specials, and in May, 6 Music marks Mental Health 
Awareness Week with a series of shows and music mixes. 6 Music will also celebrate Pride 
month in June with a Loud & Proud season packed full of artist-led shows, playlists, guests and 
mixes, and host a stage at All Points East music festival in Hackney in August.  

BBC Radio 3 will continue its work on rediscovering neglected and forgotten composers and 
recording their work as part of its commitment to diversity and evolving the canon of great 
classical music. The station will also explore the past century of pioneering audio through 
documentaries and cultural discussion.  

Radio 4’s focus on solutions-based journalism sees Positive Thinking with Sangita Myska return 
to look at the big ideas that might solve some of the biggest problems, and new show Anti-
Social will bring nuance and light to the most debated topics online that week. A new series by 
Jeremy Bowen will revisit key news events that have shaped our relationship with news and 
the truth, and there will be more editions of Across the Red Line, in which people with opposing 
views look for common ground with the help of a mediator. A new factual entertainment series 
will take listeners around the world and aim to do for geography what big hit You’re Dead To 
Me has done for history; and the paranormal investigative series Uncanny will return for a 
second series. 

New commissions from across the UK on Radio 4 include a series that explores collections 
through those that look after them. My Name Is will return giving people with pressing 
questions the opportunity to explore stories and issues across the UK which might otherwise 
go unexamined. There will be a huge range of comedy voices on Radio 4 this year, including 
Amna Saleem, Geoff Norcott, Sunil Patel, Ashley Storrie, and Alfie Moore.  

In addition to the great mix of comedians taking part in the next series of Stand-Up Specials, 
we will have the first full series of Whatever Happened to Baby Jane Austen? with Dawn French 
and Jennifer Saunders, and new show Paul Sinha’s Perfect Pub Quiz. In drama, Faith, Hope and 
Glory will return alongside two major new dramatisations looking at the North-South divide, 
including Elizabeth Gaskell’s North and South. There will be a new adaptation of an Algernon 
Blackwood title, and an updated telling of Porgy Loves Bess. The Limelight strand will host 
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more dramas that cater for a wide audience including the second series of The System and a 
new mystery series that builds on the style of The Lovecraft Investigations. 

Radio 5 Live will connect with audiences across the UK to be at the heart of their national 
conversation. As the only national speech station based in the North of England, it will 
continue to reflect the diversity of opinion and under-represented voices from all the four 
nations. It will build on its roster of popular podcasts, from the latest football, rugby and 
boxing news with Football Daily, Rugby Union Weekly and 5 Live Boxing, to docuseries like 
Gangster and Sports Strangest Crimes. 5 Live’s bold and diverse podcast offering will keep 
growing with news and entertainment pods such as Stacey Dooley’s Fresh Starts, Greg James 
and Bella Mackie’s Teach Me A Lesson and Bad People with Dr Julia Shaw and comedian Sofie 
Hagen. 

On BBC Sounds, we will continue to give listeners a huge range of brilliant podcasts across 
news and investigations, factual and chat entertainment, and sport. Commissioned by expert 
teams at the radio networks, these will include a range of podcasts that cater for all of our 
audience, younger and older listeners, who increasingly choose to listen to BBC audio on-
demand. New titles include a series that explores the boom in reality TV and how it has shaped 
and impacted today’s culture, as well as a Wim Hof’s Wisdoms, accompanying the BBC One 
series with the extreme athlete, in which he shows others how they can achieve the seemingly 
impossible and the tools to become happy, healthy and strong. 

Building on the increased popularity of our music mixes and shows, we will find new ways to 
curate our on-demand music offer bringing listeners the BBC’s brilliant music programming so 
it is easier for them to discover and enjoy the music that suits their mood and taste. 

There will be more women’s sport on the station than any other radio network, which this year 
will include compelling coverage of the women’s Euros 2022. As the home to Premier League 
football, 5 Live will broadcast over 140 live subscription-free games per season, and the 
network will also provide a complete destination for all things men’s World Cup 2022 from 
Qatar across radio, digital and podcasts with audience conversation at the heart. There will 
also be high-quality coverage of every major sporting event including the Commonwealth 
Games, Wimbledon, Women’s Football Euros, Men’s Football World Cup and Rugby League 
World Cup. Radio 5 Sports Extra will be home to some of the nation’s favourite sports from 
cricket, tennis and rugby league to the Women’s Super League, NFL and, this year, the 
Commonwealth Games. 
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4.5 Serving the United Kingdom’s Nations and Regions  

 

22/23 Strategic plans 

The BBC has a critical role to play in serving the UK’s nations, regions and communities – 
bringing stories and voices from all our communities to the audiences across the country. 

Reflecting this role, last year we published Across the UK, our plans to make a significant shift 
of the BBC’s people, power and decision-making across the UK’s nations and regions. Our 
plans for 2022/23 are described all through this chapter and will represent a step-change in 
our geographic footprint.  

Storytelling from across all our nations, and from all their diverse communities, is a critical 
part of the BBC’s role. Our network and nations TV commissioners will co-commission even 
more major high-impact projects – including The Pact and Shetland – doubling the number of 
co-commissions from the devolved nations compared to a year ago. 

Online, we will make local content – rooted in communities across the UK – more accessible on 
both the BBC News and BBC Sounds apps, and we will set out our plans to strengthen the 
quality, distinctiveness and consistency of our local news online services across England, 
harnessing our existing strengths across video and audio production. As part of the BBC’s new 
thematic reviews of impartiality, we will also assess our coverage of a range of devolved 
matters, including public spending reporting across all four nations.  

While coverage of the pandemic will continue across our local, regional and national services, 
2022 is also a year of major events in all four nations – including the local elections in May; 
coverage of the Commonwealth Games; the Women’s Euros; the Women’s World Cup 
qualifiers; and the men’s Football World Cup in Qatar. The Queen’s Platinum Jubilee and the 
BBC’s own centenary will also feature across our coverage. 

 

22/23 Creative plans for the English regions 

We will build on the success of BBC Local Radio – currently reaching more than 6m listeners 
each week – increasing the range of local audio content available on the BBC Sounds app, 
including daily news and sport content. We will also extend our Make a Difference initiative – 
which has seen more than 8m interactions with BBC Local Radio across England since it was 
launched during the pandemic – focusing on high-impact projects that champion and drive 
community change, and celebrating the individual efforts of real local heroes. 

Across local radio and regional news, we will provide in-depth local coverage of key issues, 
including the rise in household costs, the UK Government’s ‘levelling up’ commitments and 
key developments in the pandemic. 

We will continue to develop our new We Are England current affairs strand. From its 
production bases in Newcastle, Leeds, Birmingham, Norwich, London and Bristol, our goal 
across the 60-programme strand is to lift the lid on the personal stories that tell us about our 
changing communities across England. 

In regional news, we will ensure all regional variants of BBC One in England are available in HD 
by early 2023, and continue our work to upgrade our production facilities across our 15 
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regional bases in England. During 2022, we will also begin a programme of investment to 
refresh the creative look of all our regional news programmes – recognition of the continued 
role of the 6:30pm Nations and regions bulletin as the UK’s most-watched news programme. 

We will trial using different marketing campaigns to promote relevant programmes to 
audiences in the North of England, similar to what we already do in the Nations. We will also 
provide tailored continuity announcements to those audiences when relevant. 

 

22/23 Creative plans for Scotland 

Our commitment to authentic drama and comedy from Scotland will be centre stage over the 
next year.  

The thriller Control Room sees an emergency services operator embroiled in a dangerous 
crime; Shetland picks up from the dramatic conclusion to the previous season; a new series set 
in Aberdeen, Commonality, brings a new twist on a police procedural to Scotland; while River 
City returns celebrating its 20th anniversary. 

In comedy, Two Doors Down returns with two series broadcasting this year; whilst a second 
series of The Scotts sees the anarchic feuding family preparing for the arrival of a new baby. 

We will also showcase Scottish life to national and UK audiences. Martin Compston’s Scottish 
Fling, a new BBC Scotland/BBC Two co-commission, will see award-winning actor Martin and 
his pal Phil MacHugh set off on an immersive and personal journey around Scotland finding 
out what makes the country tick, meeting the people and visiting the places that are shaping 
its future. A new documentary series, Highland Blues, follows the Highland Division of Police 
Scotland, and Darren McGarvey’s Addictions examines substance addiction in Scotland. 
Meanwhile, Scotland’s Home of the Year will return for its fourth series. 

On BBC Radio Scotland, we will launch A hundred years of Scottish stories. This project, 
culminating in November, will uncover hundreds of stories passed down through generations 
in Scotland. The station will also have its eye on new talent – launching a BBC Introducing 
competition to find Scotland’s most exciting musical act and premiering a new satirical, topical 
sketch show.  

Comedy and drama will be key to BBC ALBA’s strategy to engage with younger 
audiences. New drama series, An Clò Mòr (The Great Cloth) will bring dramatic storytelling from 
stunning locations, while the comedy sketch show, OMC! (OMG!) looks to develop new writing, 
performing and production talent. In parallel, a major refresh of the BBC Radio nan Gaidheal 
schedule will launch in April.  

 

22/23 Creative plans for Wales 

Across news and current affairs the focus will be on Wales’ recovery from the pandemic and its 
impact on public services and the economy. We will also provide comprehensive coverage of 
the local election vote across TV, radio and online. To coincide with May’s poll, additional 
political coverage will be available in podcasts such as Walescast, highlighting the significance 
of the event at both a local and national level.  

On television, BBC Wales will continue to grow its impact with audiences in Wales and beyond. 
Factual entertainment will be a big focus this year with a host of familiar faces. Alex Jones 
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presents The Reunion Hotel which aims to reunite people with someone important from their 
past, and Strictly star Amy Dowden will help budding dancers in a new series.  

In our documentary output, Huw Edwards takes a look back at the last ten years in Wales’ 
history in The Story of Wales: The Next Chapter – a decade on from the original series on the 
nation’s history. The Story of Welsh Music, presented by Huw Stephens, uncovers the amazing 
story of Welsh music.  

Audiences can also enjoy an exciting year of drama on BBC Wales with Wolf, a drama based on 
Mo Hayder’s acclaimed Jack Caffery novels and the highly awaited return of hit drama The 
Pact. Comedy is once again a priority with Welsh sitcom The Tuckers returning to television 
screens for a third series.  

Radio Wales will continue to create original podcasts and content for BBC Sounds, mainly 
aimed at younger audiences. We will also look to develop the Radio Cymru 2 opt-out service to 
enhance its appeal to a younger and more diverse audience.  

The BBC National Orchestra of Wales will also begin touring again to communities across the 
nation, giving everyone a chance to rediscover the thrill of live orchestral music.  

 

22/23 Creative plans for Northern Ireland 

Our news services will provide comprehensive coverage of this year’s Assembly election and 
the financial challenges facing communities across the region. Impartiality will inform all of 
this work and we will make use of our specialist regional and investigative journalists to keep 
BBC audiences updated on the news that matters most to them.  

We will maintain the breadth of our programmes on BBC Radio Ulster/Foyle and their role in 
reflecting everyday life. We will develop new talent and opportunities for audience 
engagement, including through initiatives like Mental Health Awareness Week, and outside 
broadcasts from local festivals and events. And we will continue to refresh established 
programme formats and strands, including our drivetime news programme Evening Extra. We 
will also enhance the presence of local voices, stories and talent on BBC Sounds and network 
radio. This will include the Assume Nothing strand, and In Bits, a new comedy series.  

We will showcase the region’s creativity and production skills through a range of new 
commissions for BBC network television. These will include a returning series of Bloodlands, an 
adaptation of Sally Rooney’s novel Conversations with Friends, and observational 
documentaries about a local hotel and the work of vets in rural County Antrim. There will be 
an emphasis on the needs of younger audiences in a range of locally produced programmes for 
BBC Three.  

We will work with Northern Ireland Screen in seeking to ensure workforce diversity within the 
creative sector and its longer-term sustainability. This will include innovative new training and 
employment opportunities with a focus on accessibility.  

We will maintain the breadth and broad popular appeal of our local television output, 
including through returning strands like True North, Nolan Live, The Blame Game and The 
Paddy Raff Show. And we will celebrate the arts and cultural diversity and deliver a range of 
programmes in Irish and Ulster-Scots.   
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4.6 Reflecting the United Kingdom, its culture and its values to the world  

 

22/23 Strategic plans 

Through news coverage that offers a global perspective on the world, the World Service helps 
audiences understand the world around them and make sense of competing views. As the 
range of news sources – and misinformation – grows, the World Service is the world’s 
independent, accurate and trusted guide. In addition to a substantial financial commitment 
from the licence fee, continued grant funding from the UK Government’s Foreign, 
Commonwealth & Development Office will be critical to sustaining the vital role played by the 
World Service across the world. To date, this investment has funded new services, helped to 
tackle disinformation and expanded the BBC’s global news offer on digital platforms.	

In our centenary year the World Service will deliver news in English and more than 40 other 
languages across its TV, radio and digital services, serving the particular needs of audiences in 
each market, with correspondents on location in more countries than any other broadcaster. 
We plan to achieve our ambitious goal of a BBC ex-UK global audience of 500m people. The 
BBC’s audience has more than doubled in the last ten years and last year averaged 489m 
adults outside the UK every week, an increase of over 20m from the previous year. The BBC’s 
international news services (including World Service languages, World Service English, World 
News TV and BBC.com) contributed 456m to this reach. 	

This year we will accelerate the digital transformation of the World Service, whilst recognising 
the continuing role of broadcast radio and TV in key territories. We will invest in improving our 
digital news product, enhancing the live page experience and improving video performance to 
provide a better experience to global audiences. 

We will continue to support our editorial teams to tackle disinformation, using new story-
telling formats that will increase the number and range of stories covered, and election 
coverage tools that will expand how democracy is covered globally. The Trusted News 
Initiative (TNI), a partnership of global publishers and technology platforms, will continue to 
play a vital role in support of this aim.  

BBC World News television channel is a vital part of our global offer to audiences, since last 
year operating under the World Service licence and funded via the licence fee and commercial 
revenues. We will continue to refresh output, building on recent changes such as the launch 
of Context hosted by Christian Fraser, also available to UK audiences via the BBC News 
Channel. 

Following the transfer of responsibility for BBC.com to BBC Studios last year, we will deliver 
new investment in our digital news output in key markets with the addition of over 30 
journalists to enhance our news analysis, data journalism and original investigations.  

BBC Studios will continue to develop and grow its commercial digital offer, building on the 
North American launch of factual video streaming service BBC Select and BBC Podcasts 
Premium. 
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22/23 Creative plans  

The BBC World Service, in English and more than 40 other languages, will continue to explore 
global themes such as how countries are attempting to move beyond the Covid-19 pandemic, 
how they are dealing with the challenge of climate change, and continue our coverage of 
critical world events, including the Russian invasion of Ukraine.  

We will find new ways to support audiences in Ukraine with essential news and information, 
particularly as the conflict creates disruption to existing communication and infrastructure. We 
will also help audiences across the world understand what is happening on the ground with 
updates, analysis and explainers delivered across all of the BBC’s UK and international 
services.  

We will discover how voters rate their governments’ reactions to key issues as we cover 
elections in Brazil, France, Hungary, Kenya and the Philippines, as well as the mid-terms in the 
USA.  

Our new investigations unit, BBC Eye Investigations, is now running at full strength. We will 
continue to hold the powerful to account with undercover investigations and innovative open-
source documentaries. These are spread across Russia, China and India, focusing on issues as 
diverse as state-sponsored assassinations, major criminal gangs targeting women online, 
torture in prisons, sex trafficking of minors, fake medications and hate speech. 

China’s ambitions – politically and economically – remain a key focus. A new series of Stories 
from the New Silk Road will explore China’s aspirations in South America. 

World Service English will deepen its engagement with audiences via on-location events from 
the Arts Hour, World Book Club, The Lazarus Heist, CrowdScience, The Comb and Africa Daily, as 
well as in the discussion forums World Questions and Global Questions. 

We will continue to enrich our English language output, including with a new drama about the 
disaster at Fukushima, and a new musical drama production. We will develop our podcast offer 
with new multilingual podcasts, including a new series of My Indian Life and an international 
podcast competition in Latin America. 

Editorial projects in languages other than English will include a data project tracking the 
Taliban’s impact in Afghanistan, an exploration of the human cost of the Qatar World Cup, and 
a look at the global consequences of disinformation. 

We will mark the tenth edition of the BBC’s annual 100 Women season with a review of the 
last decade.  

Our global media monitoring unit, BBC Monitoring, will continue to track disinformation and 
false narratives around elections, the pandemic, and vaccines globally, investigating who is 
spreading online disinformation. 
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5. The BBC’s financial context and 22/23 outline budget  

 
5.1 Financial context 

Three factors combine to create a challenging financial context for the BBC going into to 
22/23. First, the licence fee settlement announced in January 22 will hold the licence fee flat 
for two years from 22/23 followed by CPI increases for four years. This will result in c£55m 
less income in 22/23 than had the licence fee risen by CPI. Second, rising inflation rates across 
the UK economy put pressure on the BBC’s budget and the cost of talent and content has 
continued to rise faster than inflation (‘superinflation’) as the global demand for high-quality 
programming remains fierce. Third, during 21/22, Covid has led to disruptions and delays to 
production activity and related events (e.g. sport events) that have meant the BBC incurred 
additional spend in 21/22.  

However, careful financial management means the BBC can manage the impact of these 
challenges in 22/23. First, the BBC’s rolling programme of savings has created a leaner and 
more efficient BBC. By the end of 2021/22, in the final year of our current savings plan, we will 
have delivered over £950m of annual recurring savings since 2016/17. The resulting BBC is 
highly efficient: 95% of our spend is on content and content-related activities, and our 
overheads are at industry-leading levels, less than 5% of our costs. 

Second, BBC Studios, the BBC’s main commercial subsidiary has delivered strong commercial 
performance in 21/22 and anticipates a similar performance in 22/23. In particular, Studios’ 
production division has taken advantage of a growing global demand for high-quality content, 
and UKTV has benefitted from a resurgent ad market.  

Third, careful management of cash reserves means the BBC is well placed to ensure delivery of 
great content and services as inflationary pressures on the cost base are managed.  

However, over the coming year we must continue to carefully manage our costs, transform our 
organisation to deliver further savings and maintain a high level of efficiency whilst reviewing 
our service and content spend plans. Over the longer term we will have to go further, faster, to 
address the permanent loss of income from the two years of flat licence fee settlement in a 
highly competitive market. 

 

5.2 Summary Group Budget for 22/23 

Set out below is the consolidated BBC Group income and expenditure for 2022/23 including 
commercial subsidiaries. Commercial revenue, costs, and therefore profits are, of course, more 
uncertain. The licence fee remains the single largest source of income for the BBC and we 
focus the remainder of this section on the budget for the BBC Public Service.  
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Group Income & Expenditure Budget 
£m 22/23 
Licence fee income 3,761  
Other income 1,849  
Total income 5,610  
Operating costs (5,790) 
Restructuring costs (41) 
Group operating deficit (221) 
Share of results of associates and joint ventures 14  
Net financing costs (51) 
Deficit before taxation (258) 
Taxation and minority interests (13) 
BBC deficit for the year (271) 

 
The deficit in 22/23 is mainly due to investment in content, including major sports events 
taking place in the year (Commonwealth Games, FIFA World Cup Qatar 2022, UEFA European 
Women’s Football Championship). This reflects the part-utilisation of cash reserves 
accumulated through our savings programmes. 

 

Public Service financial plan 

The following table provides an overview of income and expenditure in the BBC Public Service.  

Public Service Income and Expenditure 
£m 

Budget 
22/23 

Licence fee income 3,761  
External income 211  
Subsidiary income 112  
Total Income 4,084  
Content and content distribution (3,266) 
Other operating costs (1,114) 
Restructuring (38) 
Operating deficit (334) 
Contributions from commercial activities / dividends 152  
Interest and tax (45) 
I&E deficit (227) 

 

The 22/23 budget reflects the recently announced licence fee settlement, with the licence fee 
remaining at £159. Together with projections for household growth, TV penetration (the 
number of households that require a licence) and evasion, we project licence fee income for 
the year to be £3,761m.  
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In addition, the BBC will continue to generate income from its trading and commercial 
operations. The BBC World Service continues to receive additional funding from the Foreign, 
Commonwealth & Development Office (FCDO) to support recently expanded services. Other 
income includes royalties and rights sales, the sale of surplus distribution capacity to other 
broadcasters and property rental income. 

In 22/23 we are planning to spend £3,266m on content and distribution of which £202m will 
be on distribution. 

 

Content and Content Distribution Spend Budget 
£m 22/23 
Service Spend:   

Television 1,849  
Radio (Network, Nations and Local) 504  
Online 231  

Total Service Spend 2,584  
Other content spend:   

World Service 358  
S4C 23  
Orchestras and Proms 27  
Development Spend 72  

Total Content Spend 3,064  
Distribution Spend 202  
Total Content and Content Distribution Spend 3,266  

 

Public Service other operating costs 

These costs include non-editorial costs in support of programme-making (e.g. production 
technology and equipment, production accounting) and support costs (licence fee collection, 
S4C payments, apprenticeships, pensions, Ofcom fees etc.). 

 

Other operating costs Budget 
£m 22/23 
Technology  151  
Marketing and Audiences 116  
Central costs (Property, HR, Finance, Policy, apprenticeships & pension 
costs) 309  
Costs incurred to generate intra-group and third-party income 120  
Other (incl. licence fee collection and S4C grant) 418  
Total other operating costs 1,114  
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6. The BBC’s regulatory framework 
 

The BBC is independently regulated by Ofcom who ensure the BBC complies with the Charter 
and Agreement, together with its own guidance, when assessing our public service and 
commercial plans.  

This year marks the mid-term point of BBC governance and regulation so there is a great deal 
of work underway looking at the BBC’s regulatory framework to make it more effective for a 
digital, global marketplace. As part of this Ofcom will publish their periodic review with 
recommendations for improvements. This will feed into the Government’s mid-term review. 
Ofcom is also reviewing the BBC’s operating licence to enable the BBC to operate more 
effectively across a linear and digital portfolio of services whilst being held to account. 

The BBC will engage fully with these reviews. We want a more streamlined, faster and effective 
regulatory framework with a more focused and effective operating licence so that we can 
deliver greater value for our audiences. 

Ofcom has rightly called on the BBC to do more for younger and diverse audiences. It has 
challenged the BBC to make sure that its content offer reflects the whole of the UK and 
stressed the importance of local investment. As part of this year’s Annual Plan we are evolving 
our digital offer to improve audience’s experiences. These changes are primarily business as 
usual and do not require regulatory approvals. 

Later in the year we will also publish our longer-term strategic plans that take account of 
market shifts and trends, and the licence fee settlement. We will set out any further service 
changes at that time. We will engage stakeholders and others in that process. We will also 
make sure we carry out the necessary materiality assessments on any further proposals, and if 
appropriate conduct full public interest or commercial tests. 

For the year ahead we are working on the following key areas which require regulatory 
oversight.  

 
Video 

We will keep improving BBC iPlayer to ensure that licence fee payers get even more value 
from the streaming service.  A relatively small part of our archive is currently available and we 
will consider some increases to that where we think there is a high degree of relevance to 
today’s audience with a particular focus on unscripted genres and Children’s programmes. We 
will assess these proposals for materiality. 

Ofcom is currently consulting on changes to the BBC’s Operating Licence to allow the 
implementation of BBC Children’s strategy to acquire more animated content for CBBC to 
meet audience demand while our new animation commissions are in the pipeline. 

We will also work with partners to begin developing the next generation of internet-enabled, 
free-to-air TV platform experiences that foreground content from the UK’s public service 
broadcasters. We will assess these proposals for materiality.  
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Audio 

We are currently experimenting with new ways of providing content on BBC Sounds. These 
trials include: windowing some BBC podcasts for 28-days exclusively on BBC Sounds before 
releasing on RSS; new short-form podcasts; acquiring from diverse UK producers a small 
number of independent podcasts, that will be available on Sounds and other platforms; and 
long-form playable curations made up of music and speech already available on BBC Sounds 
and new Sounds-only radio programmes.  

These trials will be completed by the summer, at which point we will review the results and 
decide on next steps. If we decide to continue with the changes or to increase their scale we 
will use the data collected in the trials to assess their materiality and if necessary carry out a 
Public Interest Test.  
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Annex 1: Measuring the performance of the BBC  
The framework by which we measure the performance of the BBC will: 

• Assess how well the BBC is delivering value to audiences; and  

• Set targets to ensure delivery of value to audiences overall, to maintain focus on key 
audience challenges, and to accelerate activity that is central to continued and future 
delivery of value to audiences. 
 

Assessment of audience performance during 2022/23 

As we have done since 2017/18, the BBC will continue to track and assess our performance 
with audiences in terms of the core elements that we know determine the value that the BBC 
delivers to people in the UK. They are:  

• People’s experienced value – their usage of the BBC’s offer 

• People’s perceived value – their appraisals of the BBC’s offer  
 

Delivery of the BBC mission and public purposes  

As in previous years, we will continue to track both the experienced and perceived value for 
the public purposes in turn, usage of the BBC overall and appraisal of the delivery of the 
mission. Table 1 sets out the range of measures that are tracked. 

This data will continue to be reported in the BBC Annual Report and Accounts with an 
assessment of the BBC’s delivery to the UK public. As part of this assessment, we will identify 
how the BBC delivers the mission and each of the purposes across different audience groups. 

  

The performance of BBC online products 

As online products are central to the BBC’s continued and future delivery of value to 
audiences, we will continue to track and report in the BBC Annual Report the progress of 
iPlayer, Sounds and BBC News Online, covering both experienced and perceived value among 
all audiences and young adults (see Table 1). We will continue to expand the audience 
performance data presented in the BBC Annual Report on iPlayer and Sounds. 

 

The contribution of iPlayer 

Following the iPlayer Public Interest Test and our subsequent reporting in the 2019/20 and 
2020/21 BBC Annual Reports, we will continue to track and report in the BBC Annual Report 
the contribution of iPlayer to BBC TV viewing and to the delivery of the BBC’s mission and 
public purposes (see Table 1). This is in addition to the iPlayer metrics cited above. 

 

Levels of audience satisfaction 

We will identify audience groups who are dissatisfied or less satisfied than comparators in 
terms of how they perceive the BBC so that we can reflect, represent and serve them and 



46 
 

understand how they perceive the BBC to deliver the mission overall. The conclusions of this 
analysis will continue to be reported in the BBC Annual Report. 

 

The performance of the BBC in the context of the UK media market  

In the BBC Annual Report, we will continue to examine how the BBC has performed in the 
context of the UK media market during the year, particularly given the extent of global 
providers in the UK media market now and the need to ensure the special and continued 
presence of UK PSB in the lives of UK audiences.  
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Table 1: Range of measures to assess audience performance 

FOCUS EXPERIENCED VALUE PERCEIVED VALUE 

Purpose 1: 
Impartial news & 
information 

BBC News overall reach to adults 

Reach of BBC News by platform to adults 

Impartiality, trust and accuracy scores 

Perception of the quality of BBC News by 
platform 

Perceptions of delivery of this purpose among 
UK adults 

Purpose 2: 
Learning & 
Children’s 

Reach and usage of the BBC by under 16s 

Reach of BBC Children’s/Education services by 
under 16s 

Reach of BBC Bitesize 

Perception of the BBC among under 16s 

Impact perceptions of BBC Bitesize  

Perceptions of delivery of this purpose among 
UK adults and the impact of informal learning 
among adults 

Purpose 3:  
Creativity, quality 
and distinctiveness 

Reach and usage by adults of the BBC by 
platform 

Quality perceptions for television, radio/audio 
and online  

Distinctiveness and originality perceptions for 
television, radio/audio and online  

Perceptions of delivery of this purpose among 
UK adults 

Purpose 4:  
Nations & Regions 
and diversity 

Reach and usage by different audience groups 
and in different parts of the UK 

BBC quality perceptions by different audience 
groups and in different parts of the UK 

Perceptions of portrayal by different audience 
groups and in different parts of the UK 

Perceptions of the BBC’s overall mission delivery 
by different audience groups and in different 
parts of the UK  

Perceptions of delivery of this purpose among 
UK adults 

Purpose 5:  
Reflect the UK to the 
world50 
 

Global reach of the BBC, BBC News and the 
World Service 

Global reach of BBC News services per platform 

BBC World Service reach by service 

Global perceptions of BBC News 

Perceptions of delivery of this purpose among 
UK adults 

Online products 
performance 

BBC News Online: reach among 16+ and 16-34 

Sounds and iPlayer: reach for all accounts and 
16-34/under 35 accounts 

Perception of BBC News Online, Sounds and 
iPlayer among 16+users. 
 

iPlayer contribution Estimated contribution to all BBC viewing that is 
delivered by iPlayer for all audiences and 16-34s 

Time per head 

Perception of iPlayer among 16-34 users 

Perceptions of the extent to which iPlayer 
contributes towards the BBC’s delivery of the 
mission and the public purposes among 16+ 
users and 16-34 users 

Pan-BBC 
performance  

Pan-BBC reach to the adult population and under 
16s 

Time per head 

Overall ratings of the BBC 

Perceptions of the citizen value of the BBC and 
the BBC’s overall delivery of the mission  

 

 
50 Additional performance measures for this purpose are in the separate licence agreed between the BBC and the Foreign, 
Commonwealth and Development Office 
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Audience targets for 20212/23 

In line with the BBC’s overall strategy, and continuing from 2021/22, we have set audience 
targets for 2022/23 again with three principles in mind: 

• To ensure delivery of value to audiences overall, focusing on: 

o The universality of the BBC: the proportion of people using the BBC overall on 
average per week 

o A valued habit with the BBC: the metrics that analysis shows drive the value that 
audiences receive from the BBC, the regularity of interaction, the time spent and 
the number of BBC modes that people use (BBC TV/iPlayer, BBC Radio/Sounds, 
BBC Online) on average per week 

• To maintain focus on key audience challenges:  

o Targets for performance among 16-34, following on from the targets set for 
2020/21 and 2021/22. These are focused on reaching 16-34s across the BBC 
overall and the perceived relevance of the BBC offer to them 

o Targets for under-16s, following on from targets set for 2021/22. The BBC is the 
only UK offer of scale with this age group now amid the focus of global media 
companies on these audiences. The BBC is key to ensuring that UK PSB remains 
among the top media providers for UK under-16s. The targets centre on reaching 
under-16s across the BBC overall and by BBC Children’s and Education services. 

• To accelerate activity that is central to continued and future delivery of value to 
audiences by focusing on the average weekly performance of: 

o BBC iPlayer 

o BBC Sounds  

o BBC News Online 

In addition, we will continue to set additional targets for iPlayer to further its contribution to 
the BBC following the iPlayer Public Interest Test in 2019. 

The targets are set out in Table 2. 

We have calculated the targets below to reflect the following additional considerations: 

• Achievement of these targets does not just depend on the BBC, but on overall market 
trends and what other providers do and how successful they are, against a background 
of fast-moving audience changes.  

• Continued improvement to audience measurement systems. 

In addition, with media consumption disrupted over the past two years by the Covid-19 
pandemic, it remains more difficult to predict with precision how behaviours, and therefore our 
performance, may evolve over the year. This is especially the case for under-16s as usage of 
BBC education and children’s services, boosted by the enhanced offer and home schooling 
during the pandemic, returns to more typical patterns. Covid-19 also continues to affect UK 
face-to-face fieldwork. 
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Table 2: Audience performance targets for 2022/23 
 

ENSURE DELIVERY OF VALUE TO AUDIENCES OVERALL  

A
D

U
LTS 

THE REACH OF THE BBC A VALUED HABIT WITH THE BBC 

Coming to the BBC on 
average per week – % 

Using the BBC 5+ days on 
average per week – % 

Using the BBC 5+ hours on 
average per week – % 

Using two BBC modes on 
average per week – %  

16+: 85-90% 16+: 65-70% 16+: 55-60% 16+: 65-70% 

 

MAINTAIN FOCUS ON KEY AUDIENCE CHALLENGES  

Y
O

U
N

G
 A

D
U

LTS 

THE REACH  
OF THE BBC 

PERSONAL 
RELEVANCE 

U
N

D
ER

 16S 

THE REACH  
OF THE BBC 

THE REACH OF BBC 
CHILDREN’S / 

EDUCATION SERVICES 

Coming to the BBC on 
average per week  – %  

‘BBC is for me’ –  
mean score / 10 

Coming to the BBC on 
average per week – %  

Using a BBC Children’s or 
Education service on 
average per week – % 

16-34: 75-80% 16-34: 6/10 Under 16: circa 70% Under 16: circa 50% 

 

ACCELERATE ACTIVITY CENTRAL TO CONTINUED AND FUTURE DELIVERY OF VALUE TO 
AUDIENCES 

BBC iPLAYER BBC SOUNDS BBC NEWS ONLINE 

iPlayer reach –  
average weekly signed-in accounts 

Sounds reach –  
average weekly signed-in accounts 

News Online reach –  
% reached on average per week 

All: 12.2-12.5m All: 4.0m+ 16+: 32%+ 

Under 35: 3.8-4.0m 16-34: 0.57-0.60m 16-34: 32%+ 

 

ADDITIONAL TARGETS FOR iPLAYER TO FURTHER ITS CONTRIBUTION TO THE BBC 
FOLLOWING THE IPLAYER PUBLIC INTEREST TEST IN 2019 

BBC iPLAYER   

Perception of iPlayer – mean score / 10   

16+ users: 8/10   

16-34 users: 8/10   

Time spent per head per week – hours   

All: 1 hour+   

  



50 
 

Annex 2: The BBC’s commitment to delivering its public 
purposes 
 

The Charter sets out five Public Purposes for the BBC to promote. As the market in which the 
BBC operates evolves and our strategies develop it is important for the BBC to clearly set out 
how we intend to deliver these Public Purposes. In this section we set out how the BBC intends 
to promote our Public Purposes during 2022/23 across all our activities. In our Annual Report 
and Accounts for 2022/23 we will report against these commitments.  

In their consultation How Ofcom regulates the BBC last year, Ofcom set out its intention to 
update the Operating Licence to (a) require greater transparency and reporting from the BBC; 
(b) enable Ofcom to hold the BBC to account for delivery across all services including online; 
and (c) give the BBC more scope to determine how best to fulfil these obligations. We consider 
that transparently setting out how we intend to promote our Public Purposes in more detail, 
making these explicit commitments and reporting on them is consistent with the issues Ofcom 
have raised.  

Taking into account what we have set out on our performance reporting set out in Annex 1 and 
plans for changes to our services set out in chapter 5, we think this new approach will enable 
Ofcom’s review of the operating licence to move towards a more platform-neutral and 
outcomes-focused approach, and away from prescriptive linear quotas.  

Clearly it is likely that a series or programme will contribute to multiple public purposes. For 
example, a programme may help audiences learn about a subject in an accessible, engaging, 
inspiring and challenging way (public purpose two); be creative, high quality and distinctive 
(public purpose three); and reflect, represent and serve specific or several of the diverse 
communities that make up the UK (public purpose 4). In the tables below we have tried to 
avoid duplication and allocate our plans to the public purpose with the best overall fit.  
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Public Purpose 1: To provide impartial news and information to help 
people understand and engage with the world around them 

The BBC should provide duly accurate and impartial news, current affairs and factual 
programming to build people’s understanding of all parts of the United Kingdom and of the 
wider world. Its content should be provided to the highest editorial standards. It should offer a 
range and depth of analysis and content not widely available from other United Kingdom news 
providers, using the highest calibre presenters and journalists, and championing freedom of 
expression, so that all audiences can engage fully with major local, regional, national, United 
Kingdom and global issues and participate in the democratic process, at all levels, as active 
and informed citizens. 

What we will do to support impartial news and information in 2022/23 

BBC  Service  The BBC’s commitment to support impartial news and information  

 

• BBC One will continue to provide accurate and impartial news and current 
affairs to audiences, including through BBC Breakfast and flagship titles 
at lunchtime and during early and late evenings. Coverage will help build 
understanding of major stories, including the invasion of Ukraine and its 
impact on the wider world and the global recovery from the pandemic.  

• The BBC’s Sunday Morning political programme will be renewed with 
Laura Kuenssberg as the new permanent presenter.   

• Throughout the year we will broadcast some programmes from locations 
across the UK in order to represent different audiences and help build 
understanding of all parts of the United Kingdom. 

 

 

 

 

• This year we will aim to make over 750 hours of current affairs 
programming available to audiences across both BBC iPlayer and our TV 
channels, including at least 450 hours broadcast on BBC One and Two, of 
which about 300 hours will be first-run.  

• We will broadcast TV documentaries which offer a range and depth of 
analysis on subjects including Hong Kong, Turkey, the fall of Kabul, and 
how the world engages with Russia. New series will include The Case 
Against Oil, a multi-part series examining the extent to which major oil 
companies knew about global warming 40 years ago but kept it hidden. 

• Flagship current affairs and political titles, including Panorama and 
Question Time will investigate, scrutinise and inform our audiences on the 
major issues. We will refresh the look of Question Time, and take this 
programme across the UK to follow the events before and after the 2022 
local elections, reflecting the different viewpoints that make up our 
society. 

• We will continue our weekday news offer on BBC Three through The Catch 
Up. BBC Three will also broadcast a range of current affairs programmes 
relevant to younger audiences. 

 

• BBC News will enhance the news and current affairs offer on BBC iPlayer 
through new content, curation and cross-promotion. We will increasingly 
organise around stories and issues, to help audiences to discover relevant 
content, and maximise opportunities to direct news audiences from 
across BBC News to BBC iPlayer.  
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• The BBC News channel will report from across the nations and regions of 
the UK, as well as utilise our network of international correspondents to 
cover the biggest global stories, supporting audiences to engage fully 
with major local, regional, national, United Kingdom and global issues.  

• We will continue to cover the impact of the pandemic on the UK and 
wider world, as well a year of significant events including the Queen’s 
Platinum Jubilee and UK local elections, Northern Ireland assembly 
election, and seven mayoral elections in England.  

• Across the world, we will cover elections in Brazil, France, Hungary, Kenya 
and the Philippines, as well as the mid-terms in the USA.  

• Recently launched specialist programmes will provide analysis on the 
biggest global stories. Context with Christian Fraser will feature a regular 
panel of guests from across the political spectrum who will discuss the 
biggest international stories of the day. Unspun World with John Simpson 
will provide background and analysis on global events using BBC’s range 
of expertise in the UK and internationally. 

 

• BBC Parliament will maintain its coverage of the House of Commons, 
House of Lords, select committees, the Scottish and Welsh Parliaments 
and the Northern Ireland Assembly throughout the year – providing 
transparency on the democratic process, supporting audiences to be 
active and informed citizens. This year we will continue to focus on the 
channel’s core purpose of live and recorded coverage, with highlights 
through the Politics UK programme.  

 

 

 

• The BBC’s music radio stations will continue to provide their existing news 
schedules providing news and current affairs for a range of audiences.  

• Radio 1 and 1Xtra’s Newsbeat programmes will focus on issues of 
particular concern for young audiences. 

• Radio 2’s The Jeremy Vine Show will ensure News and Current Affairs 
content features prominently in our daytime output. 

• 6 Music will also provide regular Music News updates allowing listeners to 
hear directly from notable artists and musicians. 

 
 

 
 

• Radio 4 will broadcast at least 3,000 hours of news and current affairs 
programming, providing the UK’s most extensive and in-depth reportage 
and analysis of a fast-changing world. This will include flagship titles 
Today, World at One, PM and The World Tonight and political flagship The 
Westminster Hour.  

• Radio 4 will deepen its focus on solutions-focused journalism through our 
regular current affairs output and specially commissioned series such as 
the new show Anti-Social will bring nuance and light to the most debated 
topics online that week. 
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• 5 Live will continue to report the most up to date live news coverage of 
the big stories in the UK and globally that affect our audience.   

• We will give listeners a platform to engage with those that make the 
news, to ask questions directly to politicians and policy makers by 
continuing to be the BBC’s voice of the UK.  

• Over the next year 5 Live’s news teams will provide impartial and 
insightful journalism, with a particular focus on the situation in Ukraine, 
making sense of the political, economic and human impact of the war. 
There will also be continuing coverage of Covid-19, giving audiences a 
platform to discuss issues that arise following the pandemic.  

• The station will continue its ongoing climate change coverage with City on 
a Mission focused on Leeds, reviewing how far the city has come on its 
mission to become carbon neutral. 

• 5 Live will continue its ongoing season Making Ends Meet – reporting on 
the increased cost of living in the UK. 

 
• Asian Network will continue its existing news and current affairs schedule, 

reflecting the most pressing issues affecting British Asians, with relevant 
content shared via social media to reach the widest possible audience. 

 

• BBC News will continue to deliver a comprehensive news offer online, 
across web and app, to better reflect and serve different audiences across 
the UK.  

• The rollout of the updated news app will be completed, with increased 
use of sign-in.  

• The Live page, providing an updating stream of text, video and audio to 
bring audiences the latest developments and analysis of live and breaking 
stories will be enhanced. 

 

• BBC News will explore ways to enhance the news offer on BBC iPlayer and 
BBC Sounds, experimenting with new content, curation and cross-
promotion. 

 
 

• Newsround will continue to provide children with daily news through its 
extensive website and via 35 hours or more of TV bulletins annually.  

• Newsround will be looking at how to make its TV bulletin more accessible, 
as well as devising enhanced plans for coverage of the Platinum Jubilee - 
and how to tell the story of the Queen’s reign through the eyes of 
children. 

English 
Regional  
Services 

• Our 39 local radio stations, 15 regional TV networks and online services 
will provide an accurate picture of what is happening for audiences in 
their local area. [more detail in purpose 4] 

Nations 
Services 
 

• Our 6 national and language services will provide an accurate picture of 
what is happening for audiences in their local area. [more detail in 
purpose 4] 
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Public Purpose 2: To support learning for people of all ages 

The BBC should help everyone learn about different subjects in ways they will find accessible, 
engaging, inspiring and challenging. The BBC should provide specialist educational content to 
help support learning for children and teenagers across the United Kingdom. It should 
encourage people to explore new subjects and participate in new activities through 
partnerships with educational, sporting and cultural institutions. 

What we will do to support learning in 2022/23 

Learning for children  
 
BBC  Service  The BBC’s commitments to support children and their formal and informal 

learning  

 
 

• To support children and teenagers in their formal learning we aim to 
deliver the remainder of our planned 40% increase in content, focused 
on a new reception age service, completion of new Key Stage 3 
collections, and development of new arts and computing collections for 
primary. 

• We will expand our award-winning Careers coverage with up to 200 new 
job profiles, and content on the future of work. 

• We will complete delivery of Bitesize – The Regenerators, our green and 
sustainable education campaign. 

• We will deliver a new partnership with Netmums through the Bitesize 
Parents Toolkit, focused on child and parent wellbeing. 

 

• We will continue to provide specialist educational content to support the 
teaching of children and teenagers, including commissioning new series 
for BBC Teach, including focusses on the history of music and modern 
foreign languages for KS2 and new GCSE biology and German 
collections. 

• We will develop new curriculum linked Live Lessons and commission 
these externally. 

• We will develop new teacher support content focused on looked-after 
children. 

 

• We plan to develop a handful of new partnerships with high-street 
brands to leverage impact and reach new audiences. 

 

• In this year CBBC will continue the Bitesize Learning Zone during term-
time mornings, with programmes also available on BBC iPlayer. Within 
this zone we will broadcast at least 50 hours of formal Education 
content, supplemented with additional factual programmes. 

• We will broadcast at least 675 hrs of Factual on CBBC to help children 
explore new subjects and participate in new activities. CBBC this year will 
provide new seasons of our most successful factual titles in the form of 
Operation Ouch, My Life, Horrible Histories, and Blue Peter, as well as daily 
Newsround bulletins and two Newsround Specials. CBBC will also launch 
new original factual titles Deadly Predators and Football Academy. 
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• CBeebies will take some of its most popular titles into new learning 
territories this year, to keep expanding the audience’s horizons. Ranger 
Hamza from Let’s Go For A Walk will present new series Ranger Hamza’s 
Eco Heroes showing that everything in nature has a purpose from the 
smallest seed to the largest whale. Andy Day and his trusted accomplice 
Jen, will take look at surprising and unexplained aspects of the natural 
world in Andy’s Global Adventures. 

 
 

• Radio 3 and the BBC Performing Groups will support the learning and 
musical education of young people across the UK:  

o The Symphony Orchestra will begin a pilot mentoring project with 
awards for young musicians  

o The Concert Orchestra’s 3-year residency at Great Yarmouth will 
include workshops, school visits and concerts 

o The Philharmonic will partner with Music and Performing Arts 
Salford (MAPAS) to promote brass playing in local Salford 
schools; with MAPAS and the University of Salford to establish 
the Salford Communities Orchestra; and with the Royal Northern 
College of Music.  

• Radio 3 will continue to promote new talent, through its support of the 
New Generation Artists scheme; with The Arts and Humanities Research 
Council on our New Generation Thinker scheme for early career 
academics to become broadcasters; and the Sound First talent scheme 
for sound designers.  

 

• BBC ALBA will broadcast at least 10 hours of programmes per week for 
Gaelic language learners.  

• We will deliver two new series through the multiplatform learning brand, 
SpeakGaelic which will aim to offer interactive resources and inspiration 
for Gaelic learners. 

 

• A special Sunday lunchtime Learning Zone will include audio content 
from the SpeakGaelic project to link with non-Gaelic speaking audiences. 

 

• We will work with partners to offer content for potential and current 
Welsh language speakers, including through Wythnos Dathlu Dysgu 
Cymraeg (Welsh Language Learning Week), and through the launch of a 
new weekly strand to help Welsh learners. 
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Informal learning for all ages   

Religious programming 

BBC Service  The BBC’s commitment to support informal life-long learning  

 

 

 

 

 

• We plan to make over 200 hours of religious programming available to 
audiences across BBC iPlayer and our TV channels, with at least 140 
hours broadcast on BBC One, Two, Three and Four, of which about 75 
hours will be first-run. 

• These programmes will be in a range of genres and serve a range of 
audiences. Programmes include long running strands such as Songs of 
Praise and Sunday Morning Live and new films (Inside the AA, Two 
Daughters). 

• We will cover a wide range of religions through programmes including The 
Middle East and Us, Celebration Kitchen and Mormons.   

  

• Radio 2 will continue to broadcast at least 180 hours of religious output, 
including working with BBC One and Songs of Praise on their search of 
Gospel Singer of the Year, and scheduling a four-part series, Mica’s Gospel 
Gold.  

 

• Radio 3’s religious programming includes the annual EBU Music Days 
inspired by Easter and Christmas.  

• Radio 3 will offer a new occasional strand, Compline, linked to Choral 
Evensong, which will offer a late-evening service of calm and reflection.   

• We also plan to regularly tackle religious and ethical issues from across 
the world in our thrice-weekly discussion programme Free Thinking and 
our evening slot The Essay. 

 

• We will broadcast at least 200 hours of programmes which represent a 
wide range of faiths and offer fresh insight into the spiritual condition of 
Britain today.  

• This will include the decline of organised religion and the rise of the 
internet (The New Gurus) and three-part drama The Five Thousand. 

 

 

• 5 Live will interview people from a range of faiths, within the context of 
news and current events, such as the war in Ukraine. The station will also 
cover significant religious festivals within its news programming.  

 

• Asian Network will reflect and celebrate key South Asian religious 
festivals such as Diwali and Ramadan. 

 
 

• English local radio stations will broadcast church services from 8am each 
Sunday. 
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Arts and Music programming 

BBC Service  The BBC’s commitment to support informal life-long learning  

 

 

 

 

 

• We plan to make over 1,000 hours of arts and music programming 
available to audiences across BBC iPlayer and our channels, with at least 
400 hours broadcast on TV, of which at least 250 hours will be first-run. 

• We will make it easy for audiences to find the BBC’s high-quality, 
innovative and distinctive arts and music programmes:  

o BBC One and BBC Two, working with iPlayer, will broadcast 
projects of scale, such as BBC Two’s high-quality and distinctive 
new major series, Art That Made Us, a cultural history of the British 
Isles.  

o BBC Four will serve audiences with performances from world-
class theatre, dance, classical music and readings such as Much 
Ado About Nothing from the Royal Shakespeare Company, Carlos 
Acosta’s Don Quixote for Birmingham Royal Ballet and Nitin 
Sawhney’s Ghosts in the Ruins.  

o BBC Four and iPlayer will also provide access to the BBC’s 
extensive back catalogue of arts and music content.  

 
 

• We will broadcast at least 120 hours of Arts programming in 2022/23. 
This will include Elaine Paige on Sunday, a weekly celebration of musical 
theatre, supporting our commitment to bring the biggest stars, the best 
emerging talent and the most creative figures in the genre to our 
audience.  

 
 

• To support people in learning about different subjects in an accessible, 
engaging, inspiring and challenging way, Radio 3 will offer a unique and 
accessible exploration of music from all periods, taking in the whole 
classical tradition, together with jazz, world music and contemporary 
electronic genres. 

• Radio 3 will mark seasons of the year and significant anniversaries with 
special clusters of music and speech programming, including the 150th 
anniversaries of the births of Ralph Vaughan Williams and Rachmaninov.  

 

• To help audiences learn about different arts subjects, Radio 4 will mark 
important cultural anniversaries, including documentaries Larkin 
Revisited, marking Philip Larkin’s centenary year and Percy Shelley: 
Reformer and Radical in which Benjamin Zephaniah will explore the life 
and work of his literary hero. 
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Other factual programming that supports life-long learning 
 
BBC Service  The BBC’s commitment to support informal life-long learning  

 

 

 

 

• BBC One, Two, Three and Four will broadcast over 1,500 hours of 
informal life-long learning programmes in the Science, History and 
Natural History genres, of which about 200 hours will be first-run. 

• This includes new science programmes Wonders of the Modern World and 
Sky at Night, history programmes Fall of the Nazis and Thatcher and 
Reagan, as well as new natural history programmes Frozen Planet II and 
Dynasties II presented by Sir David Attenborough.  

 
 

• Radio 1 will broadcast at least 40 new documentaries relevant to its 
audience, including iconic moments in music, all told by the people that 
were there. This will cover a broad range of genres and events including 
Scotland’s legendary T in the Park, how Drum & Bass changed UK 
clubbing culture and K-Pop’s rise in the UK. 

 

• 1Xtra will broadcast at least 40 documentaries relevant to its target 
audience, of which about half will be new. These will include artist 
profiles, genre specific documentaries such as The Story of Soul and 
Carnival, and a three-part documentary on the 20th anniversary of 1Xtra.  

• 1Xtra’s Future Figures will return in October as part of our wider Black 
History Month reflection, celebrating those making significant 
contributions within local communities today. 

• In May Children In Need will launch the first £1m of the We Move Fund as 
part of their £10m commitment over 10 years for youth social action 
projects and initiatives across the UK. As a partner, 1Xtra will reflect the 
activities of the fund in 1Xtra Talks and other key daytime shows. 

 
 

• Radio 2 will broadcast at least 130 hours of documentaries across a 
broad range of subjects including Black History Month, a season 
celebrating musical icons (Sir Paul McCartney, Brian Wilson, Madonna, 
etc.), a series from Barry Humphries on the early years of the BBC, and a 
series on mental health and wellbeing.  

• In May, Radio 2 will launch ‘Go Green’, an impactful and thought-
provoking environmental campaign comprising a series of initiatives and 
programmes on how to have a more environmentally mindful lifestyle 

• We will also deliver a bespoke outreach week in the late summer to 
accompany Radio 2 Live in the regions.  

 
 

• Radio 3 will broadcast 39 original documentaries covering a broad range 
of arts and cultural topics, including the history of 19th century African 
American classical musicians; how primitive is primitive art?; the song 
tradition of Naples; the poetry of Briggflats; the German writer Heinrich 
Heine; and art reflecting the Babi Yar Massacre. 
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• Radio 4 will broadcast at least 400 hours of high quality documentaries 
covering a wide range of subjects including:  

o Climate change (Net Zero: A Very British Problem, Plant Based 
Problems) 

o A narrative history of fashion (Torn) 
o Oral history of the last 100 years (Past Forward:  A Century of 

Sound) 
o A season of programmes examining the politics and culture of the 

1990s, including a 10-part series, What really happened in the 90s 
o Physical and mental health (Head Case) 
o Philosophy (The Long History of Argument with Rory Stewart) 
o New series of Jon Ronson’s Things Fall Apart and Gabriel 

Gatehouse’s The Coming Storm. 

 
 

• 6 Music will broadcast at least 520 hours of a range of speech-based 
features across a wide range of subjects including focusing on individual 
artists (The Artist Collection); music lovers (The Collection) and the wider 
impact of music (such as Journeys in Sound on the relationship between 
music and mental health and Arlo Park’s Dream Fuels on inspiration).  
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Public Purpose 3: To show the most creative, highest quality and 
distinctive output and services 

The BBC should provide high-quality output in many different genres and across a range of 
services and platforms which sets the standards in the United Kingdom and internationally. Its 
services should be distinctive from those provided elsewhere and should take creative risks, 
even if not all succeed, in order to develop fresh approaches and innovative content. 

What we will do to support distinctive output and services in 2022/23 

Television Services 

BBC Service  The BBC’s commitment to support distinctive output and services  

 

 

• BBC One will broadcast a broader range of genres in peak time than any 
comparable channel. 

• Our TV channels will broadcast over 7,000 hours of first-run programmes.  
Drama 
• We plan to make over 1,500 hours of Drama programming available to 

audiences across BBC iPlayer and our channels, with at least 500 hours 
broadcast on TV, of which about 400 hours will be first-run original drama.  

• We will make it easy for audiences to find the BBC’s high-quality, 
innovative and distinctive dramas:  

o BBC One will prioritise distinctive, high-quality drama working with 
the very best established and new on and off-screen talent. This 
includes: Waterloo Road; Happy Valley, Hugo Blick’s The English, His 
Dark Materials, and many others;  

o BBC Three will broadcast a range of original British dramas for 
younger audiences from new talent and voices, including: 
contemporary horror Red Rose from the Clarkson Twins; emerging 
writer Ryan J Brown’s thriller Wrecked; and the adaptation of Sally 
Rooney’s debut novel Conversation with Friends.  

Sport 
• BBC One and Two will broadcast the year’s greatest sporting events – 

including the UEFA Women's Euro 2022, Rugby League World Cup and the 
FIFA World Cup Qatar 2022 finals. 

Comedy 
• We plan to make over 500 hours of comedy programming available to 

audiences across BBC iPlayer and our TV channels, with at least 300 hours 
broadcast on BBC One and BBC Two, of which at least 50 hours will be 
first-run.  

• We will make it easy for audiences to find the BBC’s high-quality, 
innovative and distinctive comedy programmes:  

o BBC One will broadcast a wide range of comedies with broad 
appeal e.g. Mrs Brown’s Boys and family favourites such as Ghosts 
and Not Going Out as well as new series such as Am I Being 
Unreasonable and Avoidance from comedian Romesh Ranganathan;  
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o BBC Two will continue to be the home of smart and popular 
comedy with the return of Inside No 9 and Frankie Boyle’s New 
World Order; and 

o BBC Three will continue to champion new voices and reflect young 
British experience around the UK with a fresh and innovative tone. 

• We will also continue to invest in comedy, supported by a long-term 
investment strategy designed to move a number of comedy pilots to full 
commission. We will continue to invest in the next generation of writers 
and performers, as well as green-lighting more stand-up comedy and 
increasing digital comedy short-form video.  

 
 

• CBBC will broadcast a broader range of genres than other children’s 
television channels, continuing to serve our 6-12 audience on the channel 
and iPlayer. 

• CBBC will broadcast around 350 hours of first-run programmes, which will 
include about 12 Factual titles, 14 Drama titles, 10 Comedy & 
Entertainment titles and 2 Animation series. 

• We will broadcast at least 1,000 hours of Drama on the CBBC channel, 
including the 14 first-run drama titles (above), including returning series 
Jamie Johnson, Malory Towers and The Dumping Ground, and new drama A 
Kind of Spark.  

• We will broadcast 675 hours of factual programmes, including 12 first-run 
titles.  

 
 

• CBeebies will broadcast a broader range of genres than other children’s 
television channels, continuing to serve pre-school children.  

• CBeebies will broadcast at least 100 hours of new first-run content. 
• This will include CBeebies maintaining and extending its unique range of 

drama/scripted programmes for young children, with new series Olga da 
Polga joining returning titles Molly & Mack, Princess Mirror Belle and Biff & 
Chip. 

 
Radio Services 
 
BBC Service  The BBC’s commitments to support distinctive output and services  

 
 

• Radio 1 will ensure it continues to offer a distinct music mix compared to 
commercial music radio stations. 

• Radio 1 will broadcast over 3,500 hours of specialist music programming 
this year, including launching a BBC Introducing Rock and a new Radio 1’s 
Future alternatives playlist focusing on youth focused ALT genres such as 
PopPunk, AltRock, NuMetal and RapRock. 

• Radio 1 will broadcast at least 175 live or specially recorded sessions from 
a broad range of artists, from guitar and rock, to freestyles, DJ sets and 
piano sessions. 

• In our social action campaigns this year, we take a snapshot of who makes 
up young UK and what is important to them, providing 100 young people 
a minute each to share their story on the network in Radio 1’s Minute of 
Me; assisting young people with their careers; and focusing on disability 
amongst our listeners. 
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• 1Xtra showcases contemporary black music and acts as a champion for 
new and emerging UK acts. In daytime, at least a third of the music will 
come from UK artists, with an intention that at least half of this will be 
new. 

• 1Xtra will continue to support the introduction and development of new 
talent and acts through Hot for 2023.   

• We will cover live music from Manchester’s Parklife Festival, Wireless in 
London and Birmingham, and Portugal’s unique Afro Nation. 

 
 

• Radio 2 will ensure it continues to offer a distinct music mix compared to 
commercial music radio stations, with UK artists and new music at the 
heart of programming. 

• Radio 2 will broadcast at least 1,200 hours of specialist music over the 
year, including extensive coverage of the worlds of folk, jazz, country and 
beyond. This year we will re-commission for brass music and continue to 
bring additional genres that reflect a diverse UK-wide audience. 

• Radio 2 will broadcast at least 260 hours of live music including The 
Summer of 2022 celebrating the return of live arena style music with a 
weekend feast of standout music broadcast live from the regions; the 
Queen’s Platinum Jubilee Pop Concert; the Eurovision Song Contest; and 
the return of Glastonbury.  

 
 

• Radio 3 will continue to support the rebuilding of the classical music 
industry and the culture of live performance post-pandemic, by 
broadcasting dedicated performances and recordings from a wide range 
of festivals and concert halls around the UK, including an 8-week season 
of the Proms with a full family offering.  

• BBC Sounds and Radio 3 will continue to commission and broadcast 
distinctive mood and talent-led music shows building on the success of 
shows like Tearjerker, Piano Flow and Gameplay, to drive discovery and 
bring classical music to new and young genre-fluid audiences who 
otherwise might never engage with it. 

• At least 24 new musical works will be commissioned from a diverse range 
of composers for the BBC’s Performing Groups. 

 

Drama 
• Radio 4 will broadcast at least 300 hours of distinctive, high-quality 

drama including a radio adaptation of Our Friends in the North; the second 
series of Prix Europa-winning The System; Monica Ali’s Brick Lane; and 
Working Titles, a 10-part series on the changing world of work.  

Comedy 
• Radio 4 will broadcast at least 150 hours of comedy, championing new 

and diverse comedy voices with new commissions, alongside audience 
favourites, such as I’m Sorry I haven’t a Clue and Just a Minute. 
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• Radio 4 Extra will champion original comedy, returning to the 
Machynlleth Comedy Festival with interviews, stand up, atmosphere and 
features, every night from 10pm until midnight in the Comedy Club. It will 
offer a show-case to emerging comedy talent through its open-door 
sketch show, DMs are Open. 

• Radio 4 Extra will celebrate the BBC’s Centenary with a season of 
programmes from the archive including pioneers of broadcasting, 
technology and comedy. 

 

 

• 5 Live will provide live coverage of at least 20 sports. This will include 
more specialist sports, such as NFL and MMA, alongside the more 
mainstream sports of cricket, motor racing, tennis, horse racing, football, 
rugby union, and boxing.  

• We will also provide extensive coverage of The Commonwealth Games in 
2022 bringing coverage of further sports including athletics, swimming 
and netball. 

• 5 Sports Extra will continue to be the home of many different sports, 
including Test Match Special, as well as coverage of Formula One, boxing, 
golf, rugby union and rugby league.  

• 5 Sports Extra will also give exposure to more women’s sports such as 
WSL football, cricket and rugby.    

 
 

• 6 Music will continue to support new and alternative music from the UK 
and beyond, with the vast majority of our playlist additions from 
independently signed artists.  

• We will cover live music from our own 6 Music festival, Glastonbury, 
Supersonic Festival and live DJ sets from All Points East, and will support 
Record Store Day and Independent Venue Week; as well as a range of live 
or specially recorded sessions. 
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Public Purpose 4: To reflect, represent and serve the diverse 
communities of all of the United Kingdom’s nations and regions and, in 
doing so, support the creative economy across the United Kingdom 

The BBC should reflect the diversity of the United Kingdom both in its output and services. In 
doing so, the BBC should accurately and authentically represent and portray the lives of the 
people of the United Kingdom today, and raise awareness of the different cultures and 
alternative viewpoints that make up its society. It should ensure that it provides output and 
services that meet the needs of the United Kingdom’s nations, regions and communities. The 
BBC should bring people together for shared experiences and help contribute to the social 
cohesion and wellbeing of the United Kingdom. In commissioning and delivering output the 
BBC should invest in the creative economies of each of the nations and contribute to their 
development. 

What we will do to reflect, represent and serve the diverse communities across the 
UK and support the creative economy across the UK in 2022/23 

In this section we set out how we will promote the fourth public purpose through our network 
services (such as BBC One, Radio Three and iPlayer) and national and regional services, such as 
BBC England, BBC Northern Ireland, BBC Scotland and BBC Wales.  
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Network TV & Radio 

BBC Service The BBC’s commitment to reflect, represent and serve the diverse 
communities across the UK and support the creative economy 

 

 
 
 
 

Representing and portraying the diverse communities of the UK 
• To accurately and authentically represent and portray all the diverse 

communities of the UK, this will be the first year of our three-year 
financial investment of £112m (£100m from TV and £12m from radio) to 
strengthen our diverse portrayal and production commitments.  

• We are also committing to diversity behind the camera for three diversity 
characteristics (Black Asian Minority Ethnic (B.A.M.E), Disability, and 
Socio Economic Diversity).  

• Our content plans for 22/23 include a range of output to reflect and 
represent diverse communities including bold new dramas such as Hugo 
Blick’s The English; Steven Moffat’s Inside Man; gripping new series The 
Gold, inspired by the iconic true story of the Brink’s-Mat robbery; and 
Ralph and Katie, a spin-off from The A-Word, focusing on the challenges 
of a couple with Down’s Syndrome in their first year of married life. 

• We will also continue to explore a range of challenging and authentic 
issues through our documentaries building on the success of A Killing in 
Tiger Bay, Slammed, and The Celtic Deep, as well as through our 
continued investigations through our Wales Investigates brand.  

• We will also provide arts and culture content, including Celtic 
Connections to the landmark Story of Welsh Music series. 

• Beechgrove will move to a peak-time evening slot on BBC Two, as well as 
the usual Sunday morning repeat, in order to access a wider audience 
with content that represents and celebrates life in Scotland. 

• We will provide extensive coverage of sporting events to bring people 
together across the United Kingdom. This includes coverage of all the 
national teams at the Commonwealth Games, the Women’s Euros, and 
the World Cup.  

• We will continue to build on our on-screen diversity and representation 
through a broader range of presenters in shows such as Weatherman 
Walking and X-Ray. 
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Supporting the creative economy across the UK 
• We will support the creative economy across the UK and reflect the 

diversity of the UK by doubling the number of our co-commissions 
between our network and nations TV commissioners, including major 
high-impact projects The Pact, Shetland, Hidden, Wolf and Commonality, a 
diverse-led thriller set in Aberdeen.  

• Our network and nations producers will also continue to work together 
on more co-productions than ever before, including Murder Case, 
Highland Blues, Body on the Beach, Martin Compston’s Scottish Fling, 
Edinburgh in 12 Jokes, Snow Dogs, Coastal Kitchens, Food Nation, Flight 
Club and the feature length documentary, My Old School which will 
feature Allan Cummings and tell the extraordinary story of a 30-year-old 
man who returned to his old school in Bearsden pretending to be a 
17year-old boy.  

• We will also continue to work with broadcast partners and the third 
sector to develop the creative industries across the UK including with 
Northern Ireland Screen, Screen Scotland, Creative Wales and Create 
Central. 

 
 

• BBC iPlayer will reflect the diversity of the UK in order to reflect and 
portray the lives of people across the UK.  

• A new six-part series Style Fixers will be a one day drop on iPlayer and 
aimed at younger audiences. Disclosure will continue to examine the 
issues affecting the lives of people around Scotland, including three 
shorts aimed at younger audiences, Should I Delete Instagram?; Should I 
Tell My Partner I’m Trans?; and Am I Scot(ish)?. 

• We will launch a new iPlayer first series as part of a comedy development 
pipeline, including Stevens & McCarthy and Burds; a new iPlayer-first 
drama, Dog Days from upcoming writer and director James Price; and a 
news football comedy, Scottish Cup Facts. 

• We will also continue to provide sports coverage including Women’s 
Scottish Professional Football League and Scottish Curling 
Championships. 

• We will continue to work with media charities It’s My Shout and Ffilm 
Cymru to develop a new slate of short films and documentaries for 
iPlayer. 

 

• Through the stories we choose to tell and through the casting of actors 
and presenters, CBBC will reflect the diversity of UK children to ensure 
everyone sees themselves and their lives represented on screen. 

• We will make our programmes across the UK to ensure accurate and 
authentic representation and portrayal. Programmes will include: Phoenix 
Risen (West Midlands); Jamie Johnson (Wales); The Dumping Ground (NE 
England); and Nova Jones (Northern Ireland). 

• In 2022/23 we will commission our first 3 pilots from the Ignite initiative, 
which is supporting the creative economy by developing new UK 
animation talent from across the UK.  
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• Through the stories we choose to tell and through the casting of actors 
and presenters, CBeebies will reflect the diversity of UK children to 
ensure everyone sees themselves and their lives represented on screen. 

• We will make our programmes across the UK to ensure accurate and 
authentic representation and portrayal, such as JoJo & Gran Gran (SW 
England). 

BBC Education • BBC Education’s Centenary campaign Share Your Story will visit 400,000 
pupils across over 400 schools in every nation and region of the UK, 
delivering inspiration from top BBC talent such as Greg James and 
Graham Norton, and fostering creativity and ambition through 
storytelling and careers activities. 

 

• Radio 1 will be using a new Across The UK mobile studio to broadcast 
from the heart of our listener’s towns and cities across the whole year. 

 
 

• 1Xtra Touchdown Tour (in partnership with BBC Introducing) will celebrate 
new and emerging local talent from 16 cities across the UK.  

• During the Commonwealth Games key daytime shows and week strands 
will be broadcast from Birmingham, with 1Xtra and BBC Introducing 
hosting the official closing party with performances from local artists.  

 

• Radio 2 will continue to broadcast a significant number of shows from 
Salford, including OJ Borg, Craig Charles House Party, The Folk Show with 
Mark Radcliffe, Dr Rangan Chatterjee and Good Morning Sunday. 

• During the Commonwealth Games The Breakfast Show with Zoe Ball will 
broadcast from Birmingham to bring the audience closer to the 
atmosphere around the city and the athletes taking part. 

• Radio 2 and BBC Local Radio’s 21st Century Folk will celebrate the lives of 
the North-East of England, telling real stories through specially 
commissioned original songs.  

 
 

• Radio 3 will continue to make progress to its plans to make over 50% of 
its broadcast hours outside London by 2025, with Radio 3 being rooted in 
the North of England while continuing to source music and talent from 
across the country. 

• In 2023 Wales will provide coverage of Cardiff Singer of the World for 
Radio 3, Scotland will do the same for the Edinburgh Festival in 2022, 
and NI will continue to provide live and recorded concerts from the 
Ulster Orchestra. 

• The BBC Symphony Orchestra will perform a concert as part of 
Commonwealth Cultural Festival in Birmingham, Aldeburgh Festival and 
Saffron Hall; and the BBC Philharmonic will perform concerts in Leeds, 
Sheffield, Stoke on Trent, Kendal, Blackburn, Nottingham as well as 
across Salford and Manchester, all broadcast on Radio 3. 

• The BBC Concert Orchestra will perform Nottingham Royal Concert Hall; 
Royal Derngate-Northampton; Saffron Walden; and take CBeebies on 
tour across the UK.  

• In October 2022, Radio 3 will broadcast an event celebrating Diverse 
composers, a continuation of our research project with the Arts & 
Humanities Research Council, to bring neglected repertoire to current 
audiences. 
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• Radio 4 will continue to support the creative economy across the UK, for 
example with development commissions from Belfast-based Fabel 
Productions and Newcastle-based Sister Sound – two Independent 
Production companies with little or no previous association with BBC 
BBC Radio. 

 

 

• 5 Live will continue to reflect the UK-wide audience as the only national 
speech station based in the North of England. 

• 5 Live will also have presenters broadcasting from across the UK nations. 
The station will continue to build the range and representation of on-air 
voices by continuing our Presenter Development Scheme which has 
helped develop a more diverse pool of talent, including presenters from 
Scotland, Wales and Northern Ireland. 

 
 

Diversity 
• 6 Music will have special seasons and events celebrating and focusing on 

LGBTQ+ voices (Loud & Proud), International Women’s Day (All Queens, 
All Day), mental health and wellbeing (One for the Heads) and during 
Black History Month our Artist Collection will centre on and celebrate 
Black artists. 

• 6 Music we will ensure that about half of our playlist additions are from 
female/ non-binary artists.  

Across the UK 
• At least 40% of 6 Music’s programmes will broadcast from Salford. 
• 6 Music will bring audiences coverage of festivals and gigs from across 

the UK, including the 6M Festival in Cardiff, Supersonic festival in 
Birmingham, Record Store Day, the Great Escape Festival in Brighton, 
and Independent Venue Week with gigs from venues right across the UK. 

 

• BBC Asian Network Represents will return with twelve successful 
applicants each hosting their own unique Sunday show. 

 

BBC Wales  

BBC Service The BBC’s commitment to reflect, represent and serve the diverse 
communities across the UK 

 

 
 

• BBC Wales will continue to grow its impact with television audiences in 
Wales and beyond by authentically representing and portraying Welsh life 
through a broad range of genres and new and returning programmes, all 
filmed and set in Wales. 

• These will include factual entertainment (such as The Reunion Hotel and a 
new series to help budding dancers); dramas filmed and set in Wales (such 
as new crime drama Wolf, the highly awaited return of hit drama The Pact 
and the BBC Three co-commission Life and Death in the Warehouse), and  
comedy (The Tuckers). 
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• Radio Wales will continue to reflect, represent and serve listeners in 
Wales with:  

o news and political coverage on issues impacting our audiences, 
such as the cost of living, and the local council elections in May;  

o extensive coverage of sport, especially the Rugby World Cup for 
Women in October and live commentaries of club football and 
rugby;  

o coverage of Welsh culture, including a summer of music events in 
locations across Wales, weekly arts coverage and the continued 
partnerships with the Machynlleth Comedy Festival in 2022. 

• We will connect with different parts of Wales with a series of community 
events, including Wynne’s Town Hall Showdown with Wynne Evans, a 
series of music events in Live at Your Local, as well as through our Make a 
Difference activity and activities during Mental Health Awareness Month. 

• Radio Wales will continue to create original podcasts and content for BBC 
Sounds, mainly aimed at younger audiences, including a landmark 
podcast marking the life of Terence Higgins and a podcast looking at the 
death of footballer Emiliano Sala. 

 

 
 

• Radio Cymru will continue to reflect, represent and serve listeners in 
Welsh, with programming across a range of genres including: 

o news and current affairs, including coverage of the local council 
elections in May and political and topical debate from a range of 
locations in Wales (Hawl I Holi);  

o a new entertainment strand, a new sitcom (Clonc) and a range of 
panel shows and quizzes;  

o documentaries on a range of subjects including climate change, 
and a season celebrating the contribution of hospital radio; 

o a number of radio dramas;  
o a new Welsh language musical, Ysbrydnos, for Halloween;  
o live coverage of the Urdd, National Eisteddfodau, and The Royal 

Welsh Show; and 
o showcasing live Welsh music from across the nation with Haf o 

Gerddoriaeth (Summer of Music) and a project highlighting the 
traditional form of music known as Canu Plygain. 

• Radio Cymru will continue to champion the new voices and reflect the 
diverse experiences across Wales, including a series of monologues 
looking at Welsh life as part of Black History Month. 

• Radio Cymru will continue to expand our Welsh language content 
produced exclusively for BBC Sounds and will create more space for 
diverse voices and strengthen our offer for young audiences. 
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BBC Scotland  

BBC Service The BBC’s commitment to reflect, represent and serve the diverse 
communities across the UK 

 

 
 
 

• BBC One Scotland will continue to accurately and authentically 
represent and portray the lives of the people in Scotland, through its 
continued commitment to a range of genres, including drama and 
comedy from Scotland.  

• This will include new series set in Scotland (such as North Star), returning 
series (such as Shetland, Grand Tours of Scotland and the World Pipe Band 
Championships) and special programming during Christmas (including 
special episodes of The Scotts and Scotland’s People).   

 

 

• BBC Scotland will continue to reflect, represent and serve the audiences 
in Scotland with: 

o New documentaries on a range of subjects, including Scottish life, 
sports and other important topics affecting Scottish society (such 
as, Darren McGarvey’s Addictions, Coastal Kitchens, Jewish and 
Scotland, and Return to Uist); 

o Coverage of Scottish culture (such as Glasgow Mela) ; 
o Extensive coverage of sports (such as women’s Six Nations, men’s 

under-21s, Scottish Cup and Championships Games); and 
o Special programming (such as a special celebration of the 20 

years of River City). 

 
 

• BBC ALBA will continue to offer programming in order to engage young 
audiences and childen, feauturing new writing, talent and production, 
including a new comedy sketch show series, an original drama for 
children, and new programming written with and for the CBBC ALBA and 
Cbeebies ALBA audience as part of the children’s schedule.  

• BBC ALBA will also develop its offering in other genres, such as offering 
women’s sports both through fixture coverage and a weekly digital 
magazine show and featuring a number of international co-produced 
documentaries on environmental issues. 

 
 

• BBC Radio Scotland will continue to reflect, represent and serve listeners 
in Scotland with programming across a range of genres including:  

o celebrating Scottish music (such as Young Traditional Musician of 
the Year);  

o sports-related programming (such as a longer run of Sacked in the 
Morning, and continuing to feature our pop-up football breakfast 
show); 

o a new project, A hundred years of Scottish stories, uncovering 
hundreds of stories passed down through generations in 
Scotland; 

o a competition to find Scotland’s most exciting musical act; and 
o premiering a new satirical, topical sketch show. 
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• BBC Radio nan Gaidheal will undergo a refresh at the beginning of April 
and will continue to reflect, represent and serve listeners in Gaelic, with a 
range of programming, including: 

o Programming aimed at younger people (such as a new weekly 
programme with a focus on traditional Gaelic music); and 

o Programming to mark the Platinum Jubilee at the beginning of 
June, including taking Radio Nan Gaidheal out of the studio and 
into our communities. 

 

BBC Northern Ireland  

BBC Service The BBC’s commitment to reflect, represent and serve the diverse 
communities across the UK 

 
 

 

• BBC Northern Ireland will continue to authentically represent and portray 
life in Northern Ireland by showcasing local stories, talent and production 
skills through a broad range of genres including:  

o Returning series (such as Hope Street, The Blame Game and Give My 
Head Peace); 

o New series (such as the adaptation of Sally Rooney’s novel 
Conversations with Friends; and new factual entertainment 
Mountain Vets);  

o New documentary series (such as looking at the lives of Northern 
Ireland’s nurses post-coronavirus, of the inmates and staff in 
Northern Ireland’s high-security prison, HM Prison Maghaberry, 
and of the many people working at Belfast Harbour Estate); 

o News and political coverage, especially with extensive coverage for 
the upcoming Assembly Election 2022; 

o Extensive sports coverage (such as exclusive coverage of women’s 
football, the women’s Irish Cup final and women’s Six Nations); 

o Continuing to unearth new and diverse writers with fresh takes on 
challenging stereotypes about what it is like to live in Northern 
Ireland; 

o Commissioning almost 50 hours of Irish Language programming 
and Ulster-Scots content with support from the minority language 
broadcast funds.  

 

 

• Radio Ulster and Foyle will continue to reflect, represent and serve 
listeners in Northern Ireland, including extensive sports coverage (such as 
every round of the Irish League and Irish Cup, every Northern Ireland 
men’s international match, every Derry City game and every game of the 
All Ireland Championship), and programming that reflects life in Northern 
Ireland (such as Farming Matters to reflect the voices, views and concerns 
of the NI rural community). 

• Radio Ulster and Foyle will also ensure that in commissioning and 
producing programming, it factors the diverse lives and viewpoints of the 
people in Northern Ireland, including extending the commitment to the 
BBC’s 50:50 project related to gender balance to include social 
demographic, socio-economic, disability and other factors, and 
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diversifying the range of programme contributors and on-air talent. This 
includes: 

o Expanding the schedule into a range of (including new) 
geographically diverse locations across the region, in particular to 
target underserved audiences, including younger, female and 
C2DE audiences;   

o Holding events to mark and reflect on a range of non-Christian 
faith festivals and events, including Holi, Ramadan, Vaisakhi, 
Passover, Eid and Vesak as part of the BBC’s ‘Faith and Hope’ 
Season;  

o Continued programming of On Your Behalf, featuring coverage of 
disabled consumer issues and with on-air contributions from those 
with disabilities; 

o Continued programming of Gardeners’ Corner championing the 
positive wellbeing and therapeutic effects of gardening, using 
contributors to reflect the range of neuro-diversity needs among 
audiences. 

 

BBC England  

BBC Service The BBC’s commitment to reflect, represent and serve the diverse 
communities across the UK 

BBC Local 
Radio / BBC 
England TV 

Local radio 
• Our 39 local radio stations will continue to reflect, represent and serve 

listeners across England.  
• Local radio will also become more prominent on BBC Sounds, with the 

intention of reaching wider audiences not currently consuming local radio 
content. 

• The cost of living crisis will be a particular focus for local radio reflecting 
that 48% of its audience are C2DE, a group that will be disproportionately 
impacted. A new initiative All about the Money will give listeners practical 
help on what they can do to help themselves. 

• We will introduce new programmes to call Metro Mayors to account in 
relevant areas.  

• In September of this year, every local radio station will be hosting their 
own local Make a Difference Community Awards – an opportunity for 
listeners to publicly thank those people who have made a real difference 
in their area.  

English regional TV and online 
• We will focus on the cost of living story throughout the year, highlighting 

the pressures on people’s incomes as well as exploring support and 
solutions. 

• Our regional team in the West Midlands will be focusing on the 
Commonwealth Games being held in Birmingham this summer and 
looking at what it means for the surrounding communities. 

• BBC England will also be rolling out smartphone technology across all 
teams to expand mobile journalism to tell a wider range of stories and 
better reflect the communities we serve. 
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BBC England / Network co-commissioning 
• BBC England will be working with the BBC’s network TV channels to 

commission a broad range of genres authentically reflecting and 
portraying the lives of people from across the UK regions.  

• These include factual series Soldier Made in Yorkshire, Scarlett’s Driving 
School and Our Lives with BBC One; Commando – Britain’s Ocean Warriors, 
Yorkshire Midwives on Call and Villages by the Sea with BBC Two; Winter 
Walks with BBC Four.   

• BBC England will also work closely with BBC Three on schemes to 
develop production in the regions: Northern Voices, including series 
Brickies; Midlands Voices including Fresh Cops and North-East Voices, 
including Angels of the North. 
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Purpose 5: To reflect the United Kingdom, its culture and values to the 
world. 

The BBC should provide high-quality news coverage to international audiences, firmly based 
on British values of accuracy, impartiality, and fairness. Its international services should put 
the United Kingdom in a world context, aiding understanding of the United Kingdom as a 
whole, including its nations and regions where appropriate. It should ensure that it produces 
output and services which will be enjoyed by people in the United Kingdom and globally. 

What we will do to reflect the UK to the world 

BBC Service  The BBC’s commitment to reflect the UK to the world 

 
 

• BBC World Service will continue to bring the best journalism in English 
and more than 40 languages 

• We will find new ways to support audiences in Ukraine with essential news 
and information, particularly as the conflict creates disruption to existing 
communication and infrastructure.  

• We will also help audiences across the world understand what is 
happening on the ground with updates, analysis and explainers delivered 
across all of the BBC’s UK and international services.  

• Over the next twelve months we will accelerate the digital transformation 
of the World Service, improving our digital products, enhancing core live 
pages and video performance to provide a better experience aligned to 
audience needs.  

• Following its transfer to the public service news operation, we will also 
refresh the World News TV channel – a key element of our global offer.  

 

 

 

• BBC Studios will continue to promote BBC and other British content to 
the world, through the selling of content, doing deals, making 
programmes like this year’s Frozen Planet II with international partners, 
making Dancing with the Stars, and launching D2C services such as BBC 
Select.  

• Following the transfer of responsibility for BBC.com to BBC Studios last 
year, we will deliver new investment in our digital news output in key 
global markets, and BBC Studios will continue to develop and grow 
direct-to-consumer digital subscription services, building on the North 
American launch of factual video streaming service BBC Select and BBC 
Podcasts Premium.  

• BritBox will continue to showcase the very best of British content  to 
audiences in key markets globally.   
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Annex 3: Governance and General Duties 
 

Governing and managing the BBC 

The Board has clear responsibility for the running of the BBC and accountability for its 
activities guided, in part, by documents such as this Annual Plan. 

As at March 2022,51 the Board consists of: 

• Richard Sharp  Chairman 
• Tim Davie  Director-General 
• Nicholas Serota   Senior independent director  
• Shumeet Banerji  Non-executive director 
• Damon Buffini  Non-executive director 
• Elan Closs Stephens  Non-executive director; member for Wales 
• Shirley Garrood  Non-executive director 
• Robbie Gibb  Non-executive director; member for England 
• Muriel Gray  Non-executive director; member for Scotland 
• Ian Hargreaves  Non-executive director 
• Charlotte Moore  Chief Content Officer 
• Leigh Tavaziva  Chief Operating Officer 

 

The Board is responsible for ensuring the Corporation fulfils its mission and delivers the BBC’s 
five public purposes. The public purposes define the fundamental focus of the BBC and it is the 
responsibility of the Board to demonstrate that these are being fulfilled.  

The Board is responsible for all of the BBC’s activities – public service and commercial, within 
the UK and globally – and makes its decisions in the public interest and in the best interest of 
licence fee payers. 

A number of committees support the work of the Board. More detail on both the Board and 
these committees can be found at www.bbc.com/aboutthebbc/whoweare/bbcboard and the 
work of the committees is reported in detail in the BBC’s Annual Report and Accounts. 

 

General Duties 

The Charter sets out ten General Duties that apply to the BBC. As required by the Charter, this 
chapter sets out how the BBC will continue to comply with these duties. Each year, in the 
Annual Report, we set out how we have performed against the commitments below. 

 

 
51 There is currently one vacancy on the Board – the non-executive member for Northern Ireland. Deborah Turness 
will join the Board when she takes up her role as CEO, BBC News. 
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1. ACTING IN THE PUBLIC INTEREST 

Description 

The BBC must act in the public interest, aiming to serve its audiences not just as consumers, 
but as members of a wider society, with programmes and services which, whilst seeking to 
inform, educate and entertain audiences, also serve wider public purposes.  

Our plans to fulfil this duty: 

• The BBC will publish an Annual Plan ahead of each financial year setting out its 
intentions, including the creative remit and work plan for that year and how it proposes 
to comply with its General Duties; 

• After each financial year, the BBC will publish an Annual Report assessing progress, 
including how it delivered the creative remit and work plan and how it complied with 
each of its General Duties and its regulatory obligations; 

• The BBC Board will approve any material changes to the UK Public Services and non-
service activities which are subject to a Public Interest Test in line with our published 
policy; 

• The BBC will publish data to demonstrate fulfilment of the mission and public 
purposes, and compliance with the other General Duties; 

• The BBC will continue to comply with its framework for handling complaints; 

• The BBC will continue to comply with its published distribution policy. 

How we will measure our activity: 

We will meet the publication commitments above. 

• We will publish the number of complaints upheld where we have failed to comply with 
the BBC’s obligations under the Charter and Agreement or with the Ofcom Operating 
Framework or World Service Licence; 

• We will publish the number of complaints upheld on BBC editorial matters and overall 
volumes of complaints made; 

• We will publish performance measurement data, including data on the fulfilment of the 
public purposes. 

 

2. ENGAGEMENT WITH THE PUBLIC 

Description: 

The BBC must assess the views and interests of the public and audiences, including licence fee 
payers, across the whole of the United Kingdom.  

Our plans to fulfil this duty: 

• We will continue to use extensive audience data from both our existing and new 
industry measurement systems and tracking surveys to analyse and assess the views 
and interests of UK audiences; 
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• We will continue to organise regular qualitative and quantitative research projects and 
also ‘Meet the Audience’ sessions, including our successful ‘Virtual in Person’ sessions, 
where content creators and commissioners can meet face to face with audiences; 

• The Board and Executive Committee will also engage with panels of audience members 
across the country on specific topics; 

• We will monitor social media on an ongoing basis as another tool for understanding 
audience views and we will continue to invest in our Audience Services function, 
enabling the public to correspond with us on any issue; 

• We will use audience research on proposed material changes to the BBC’s public service 
activities as part of our Public Interest Tests. 

How we will measure our activity: 

• We will publish annually data on audiences’ views about the BBC as part of the Annual 
Report; 

• We will hold at least six events for Board members to meet with audiences and report 
on the findings in the BBC’s Annual Report. 

 

3. MARKET IMPACT 

Description: 

The BBC must have particular regard to the effects of its activities on competition in the UK. In 
complying with this duty the BBC must (a) seek to avoid unnecessary adverse effects on 
competition and (b) promote positive market impact. 

Our plans to fulfil this duty: 

• We will adhere to our published Policy on how we will consider proposed material 
changes to the UK Public Services and non-service activities, including publishing and 
consulting on any planned material changes; 

• Under our complaint handling guidelines, any third-party regulatory complaints about 
the BBC’s impact on competition will be handed by the BBC’s Complaints Unit; 

• The BBC will make arrangements for the training of its staff and do so in a way that 
contributes to a highly skilled media workforce across the audio-visual industry and to 
the competitiveness and productivity of the industry as a whole. 

How we will measure our activity: 

• We will meet the publication commitments made above; 

• We will publish annually the number of regulatory complaints upheld and actions taken 
in response; 

• We will publish the number of Ofcom enforcement actions in relation to compliance 
with the Ofcom Operating Framework in this area; 

• We will publish the outcomes of any Public Interest Tests. 
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4. OPENNESS, TRANSPARENCY AND ACCOUNTABILITY 

Description: 

The BBC must observe high standards of openness and seek to maximise transparency and 
accountability.  

Our plans to fulfil this duty: 

• We will publish:  

o an Annual Plan that sets out the BBC’s strategic priorities, creative plans, 
budget and any planned material changes to services; 

o minutes of the meetings of the Board; 

o summary minutes of the meetings of committees of the Board; 

o important decisions concerning changes to the creative remit, work plan and 
material changes to the UK Public Services, non-service activities and 
commercial activities; 

o an Annual Report and Accounts, containing a detailed summary of performance 
against our regulatory quotas; full financial details and accounts;  

o information required as part of our Equality Information Report and pay gap 
reporting; and 

o information required as part of our approved Science Based Targets and carbon 
reporting to the Carbon Disclosure project. 

• We will also continue to publish the salary disclosures required under the Charter 
relating to pay over £150k, along with our voluntary regime of quarterly expenses, gifts 
and hospitality disclosure for senior managers; 

• And we will publish information about the governance and operation of our commercial 
subsidiaries, including information on how we ensure operational separation and 
oversee trading across the Group. 

How we will measure our activity: 

• We will meet the publication commitments above. 
 

5. PARTNERSHIP 

Description: 

The BBC will work collaboratively and in partnership, especially in the creative economy, in the 
public interest. It should partner with a wide range of organisations of all sizes, including 
commercial and non-commercial, throughout the UK. Partnerships should be fair and 
beneficial to all with due attribution and recognition for partners. 

Our plans to fulfil this duty: 

• We have appointed a new Director of Partnerships who will bring focus to the BBC’s 
role in this area and lead on the development of new partnerships; 

• We will continue to maintain a partnerships framework that will aid the BBC and its 
partners in developing new collaborations. 
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How we will measure our activity: 

• We will collect and publish performance data on key partnership output and activities, 
including on the BBC’s range of partnerships, range of partners, geographical breadth 
and impact. 

 

6. DIVERSITY 

Description: 

The BBC must ensure it reflects the diverse communities of the whole of the United Kingdom 
through its output, the means by which its output and services are delivered, and in the 
organisation and management of the BBC. This includes support for the regional and minority 
languages of the UK. 

Our plans to fulfil this duty: 

• The BBC has set workforce targets of for gender, Black, Asian and Minority Ethnic 
(B.A.M.E.), socio-economic diversity (SED) and disability, in our Workforce Diversity and 
Inclusion plan; 

• We have set out clear targets to increase production and spend all over the nation 
through our Across the UK plans and Creative Diversity commitments; 

• We will publish detailed diversity data for all our staff, including on socio-economic 
background, as part of our annual Equality Information Report; 

• We will report annually on progress against our Diversity Commissioning Code of 
Practice and our targets for diversity off screen in all new commissions; 

• We will continue to engage closely with key stakeholders and audience groups through 
roundtables, audience engagement sessions and regular feedback events; 

• We have made a commitment to bring 1000 apprentices into the organisation by 2025; 

• We will continue our long-standing commitment to the indigenous languages of the UK 
on TV, Radio and Online, through BBC Alba, Radio Cymru and our provision across the 
nations and regions; 

• We will continue to publish gender pay gap information, and analysis of our pay gaps 
for other groups; 

• We will continue to support the sector to increase diverse representation by 
developing, nurturing and progressing diverse talent at all levels. 

How we will measure our activity: 

• We will meet the publication commitments made above; 

• We will also publish performance measurement data collected on the fulfilment of our 
fourth public purpose. 
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7. TECHNOLOGY 

Description: 

The BBC must promote technological innovation, and maintain a leading role in research and 
development.  

Our plans to fulfil this duty: 

• We will continue to invest in the BBC's Research and Development (R&D) department in 
line with the BBC's long-term objectives; 

• We will continue to share our insights from R&D, for example using industry white 
papers and relevant professional gatherings, including standards bodies. We will use 
our web and social presence to highlight key messages to a wider audience.  

How we will measure our activity: 

• We will meet the commitments made above.  

 

8. STEWARDSHIP OF PUBLIC MONEY 

Description: 

The BBC should exercise rigorous stewardship of public money in accordance with the 
principles of regularity, propriety, value for money and feasibility. 
 
Our plans to fulfil this duty:  

• We have a clear financial delegation and approvals framework in place, approved by the 
BBC Board, so that investment cases receive appropriate scrutiny at the right level of 
the organisation; 

• Oversight is exercised through a reporting process requiring monthly financial reports 
to the Executive and quarterly reports to the Board, with monitoring of performance 
against approved budgets as a key performance measure; 

• Independent assurance is sought from internal and external reviews, including 
statutory audit opinions, Internal Audit reviews, National Audit Office (NAO) Value for 
Money reviews and other commissioned third-party reviews; 

• The Audit and project Assurance team provides direct and independent assessment of 
project performance and delivery confidence to ensure action is taken to mitigate the 
risk of project failure and optimise for success across our critical projects; 

• We prepare our Annual Report and Accounts in line with International Financial 
Reporting Standards (IFRS) and subject to a full statutory audit by the NAO as our 
statutory auditors; 

• We will monitor our commercial activity and the performance of our commercial 
subsidiaries through the BBC Studios Board. 

How we will measure our activity:  

• True and Fair statutory accounts will be prepared in line with IFRS, based on an audit 
opinion from the BBC’s external auditors; 
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• We will report on our mechanisms for provision of information to the Board and the 
Audit and Risk Committee on compliance with the Charter, to ensure that the 
transactions reflected in the BBC’s financial statements have been applied to the 
purposes as intended and conform to the relevant frameworks governing them; 

• We will seek to receive a propriety opinion from the BBC’s independent external 
auditors to ensure that the management of the BBC’s resources has met high standards 
of public conduct; 

• We will comply with funding conditions as part of separate funding agreement, e.g. 
grant funding for the BBC World Service; 

• We will publish our response to Value for Money reviews conducted by the NAO or 
other commissioned parties. 

 

9. GUIDANCE AND BEST PRACTICE 

Description: 

The BBC has to have regard to general guidance concerning the management of the affairs of 
public bodies and generally accepted principles of good corporate governance, where 
applicable and appropriate. 

Our plans to fulfil this duty: 

• We will audit our voluntary compliance with the UK Corporate Governance Code and 
principles of good corporate governance based on a general aim of compliance with the 
Code wherever possible; 

• We will also publish an annual Equality Information Report, in compliance with the 
Public Sector Equality Duty; 

• An annual statement on licence fee collection will be audited by the NAO and laid 
before Parliament; 

• We will continue to comply with best practice in offering training on a range of issues 
such as anti-bribery, data protection and child protection; 

• We will continue to comply with best practice on a range of environmental 
sustainability issues and standards including: science based targets, carbon reporting 
and disclosures that includes the Carbon Disclosure Project, alignment to the Taskforce 
for Financial Disclosures. 

How we will measure our activity: 

• Our Annual Report will set out the BBC’s performance against the Code; areas where 
the Code does not apply to the BBC; areas where the Charter overrides the Code; and 
areas where the BBC does not comply. It will also include statements and reporting as 
set out above. 
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10. GENERAL DUTIES IN RELATION TO COMMERCIAL ACTIVITIES 

Description: 

The BBC’s commercial activities need to act in the public interest, engage with the public, and 
ensure openness and transparency. They must not distort the market nor gain an unfair 
competitive advantage. 

Our plans to fulfil this duty: 

• We will make changes to our commercial governance to increase our focus on growth 
and long-term value, with Damon Buffini taking on the role of chairing our commercial 
arm; 

• The Fair Trading Committee will continue to: keep under review the BBC’s compliance 
with Ofcom’s trading and separation requirements; commission annual independent 
assurance; review, consider and approve the BBC’s transfer pricing methodologies; and 
report progress in the BBC’s Annual Report; 

• We will abide by our published policy on material changes to Commercial Activities; 

• Our complaints framework includes a procedure for complaints about a failure to meet 
any commercial activities requirements; 

• We will publish forthcoming potential material changes to commercial services in the 
BBC’s Annual Plan, subject to issues of commercial confidentiality; 

• We will carry out the commercial test for any proposed material change to our 
commercial activities, and publish the proposed change once we have done so; 

• We will report financial information on the performance of our commercial subsidiaries 
on a six-monthly basis to Ofcom; 

• We will publish transfer pricing methodologies concerning our commercial subsidiaries, 
as required under Ofcom’s Operating Framework; 

• We will continue to train key staff on compliance with the Fair Trading rules. 

How we will measure our activity:  

• We will publish the number of upheld complaints about compliance with the 
commercial activities requirements under the Charter and Agreement or in the Ofcom 
Operating Framework, and our response to such complaints; 

• We will continue to meet our publication and information provision obligations to 
Ofcom, detailing the financial performance of our commercial subsidiaries and setting 
out detailed methodologies for transfer pricing within our group; 

• We will publish the number of Ofcom enforcement actions in relation to compliance 
with the Ofcom Operating Framework in this area. 

 

 


